


ELECTRICAL 


MERCHAND/IS/N VU EEK 


BOUGHT AND READ BY MORE DEALERS IN THE APPLIANCE- E-RADIO-TV & HOUSEWARES FIELD THAN ANY OTHER PUBLICATION -TV & HOUSEWARES FIELD THAN ANY OTHER PUBLICATION 


I {i 


_ NARDA Poll Shows 


What It Costs You 


JUNE 19, 1961 

















- oa eee 


THIS WEEK'S NEWS IN BRIEF has remote TV, Magnavox (p35) a new long line of radio- 





The brown goods battle was in full swing last week. 
Many manufacturers saw a'hot TV year (p4) ahead— 
maybe as hot as $6-million. 

Other electronics makers kicked off their new lines. 
Webcor (p8) has a new tape deck, DuMont-Emerson (p8) 


a high low-end, Granco (p4) the first ready for delivery 
FM stereo table radios, Decca (p8) some price cuts. 
G-E (p4) showed a stereo-on-the-wall, Packard-Bell (p8) 


phono combos and Symphonic (p8) some hot prices. 

You’ll be seeing many of these lines—and some new ones 
—at the Summer Markets, and it will help to know where 
to go and what to do in Chicago (p12). 

The “Chicago Tribune” has set up some new advertis- 
ing rules (p20) which other areas could adopt. And an- 
other change you should know about: The Small Business 
Administration (p8) is increasing loans and lowering rates. 
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STRAIGHT FROM 
WASHINGTON 


SUPPORTERS OF THE PRESIDENT’S BIG HOUSING BILL 


claim they have more than enough votes to get 
it through the House. Twelve votes is the margin 
they’re quoting. If this is true (some doubt re- 
mains), the lagging housing industry—and 
eventually the appliance and home furnishings 
industries—would get a major boost. 

The $6-billion measure cleared the Senate al- 
most intact last week, despite efforts of conserva- 
tives to cut it back. Actually, the only detail 
knocked out was a no-down-payment provision 
for middle-income housing. Left in were pro- 
visions to help persons with annual incomes of 
$4,000 to $6,000 buy homes, to help cities clear 
slums and colleges build dormitories. * 


NEXT STEP IN THE AREA REDEVELOPMENT PROGRAM 


must be taken by local communities. Commerce 
Secretary Luther Hodges hammered this point 
home at a Washington meeting of local and state 
representatives last week. He designated 114 
labor-surplus areas as eligible for aid under the 
$400-million federal program. But, he warned, 
this does not mean automatic aid. 

Local leaders must draw up overall economic 
development plans before specific projects can 
be authorized. These plans must be certified by 
the states involved and finally approved by Com- 
merce’s Area Redevelopment Administration. 
Only then can individual projects—for new 
plants and rehabilitation of existing industries 
—qualify for up to 65% financing from federal 
funds. Only urban areas have been made eligible 
so far. But Commerce is checking rural areas 
for additions. . 


A BILL TO DIVORCE AUTO MAKERS FROM FINANCING 


would have no real effect on appliance financing. 
The measure, sponsored by Rep. Emanuel Celler 
(D-N.Y.), admittedly is aimed at General Mo- 
tors Acceptance Corp. and its handling of auto 
paper. Celler believes this tends to give GM a 
monopoly. American Motors also has a financing 
subsidiary. But it buys no auto paper, handles 
only appliance business. It would not be affected 
—even in the unlikely case that the Celler bill 
passes. * 


TALK ABOUT SPLITTING UP GENERAL ELECTRIC CO. 


through federal antitrust action is premature. 
Some Justice Department attorneys feel G-E 
would be a good target because of its size and 
dominant position in the electrical industry. 
But trust-busters have no immediate idea of try- 
ing, say, to split G-E’s appliance division from 
its heavy equipment division. All the divestiture 
talk started during current negotiation by the 
government to get to sign civil consent decrees 
growing out of the Philadelphia court case. If 
G-E refuses to go along, the government might 
consider a divestiture suit. = 


What Market-Goers 
Will Find This Week 


Hot sweaty action there isn’t go- 
ing to be—in spite of Chicago’s 
muggy weather. The reason is three- 
fold: 

1—What few new white goods 
there are around are just that— 
around. Most are on distributor road 
shows right now. Which means that’s 
where the orders are being written. 

2—Specials and deals aren’t ex- 
pected to be too hot. Why? Manu- 
facturers say they can’t go too much 
lower. And, they argue, why should 
they, when it looks as if the business 
is climbing back on its feet. 

3—Summer Markets haven’t been 
big for years. And there’s no-reason 
why 1961 should be different. 

In fact, of those still left in the 
Merchandise Mart (Hotpoint, latest 
defector, just opened a spiffy show- 
room at 68 W. Adams St.), at least 
three big manufacturers were seri- 
ously considering not opening their 
spaces at all. 

There'll be something to see. It 
just won’t be brand new. But mar- 
kets—as they’ve always been—are 
good for shopping competition, shoot- 
ing the breeze and sipping somebody 
else’s booze. 

Here are some high spots at the 
Mart. (Hotel action looks slim, if 
not nonexistent.) For outside-the- 
Mart action, see page 12. 


Admiral promises nothing new and 
no specials. But four recent refrig- 
erator drop-ins will be on hand. Don’t 
go by the Admiral space on Sunday, 
be ause there won’t be anyone home. 


Kelvinator will have nothing that 
hasn’t already been shown. But a 
spokesman didn’t rule out the possi- 
bility of a special. Normally, Kelvi- 
nator isn’t open on Sunday, but this 
year you'll be able to get into the 
space. Big talking point for the mar- 
ket: Promotional activities. 


Philco will trot out its. introduced- 
in-Atlantic-City laundry, freezers 
and three reasonably recent refriger- 
ator-freezer combos. 


Hotpoint will be showing off its new 
showroom and 1962 laundry. But 
don’t go down on Sunday— it won’t 
be open. 


Whirlpool will introduce nothing, but 
will be pushing middle-line laundry 
shown last month to distributors. 
And, as a whatever-traffic-there’ll-be 
builder: The Whirlpool space 
kitchen. 


Speed Queen will haul in a dozen- 
strong sales force to push its intro- 
duced-in-May laundry _ specials: 
Wringer S701 and two-speed, two- 
cycle A37. The space will be open 
Sunday. 


Gibson didn’t rule out the possibility 
of a special, but said the steam would 
be on its no-frost, two-door, 13- 
cubic-foot box that can retail for 
around $350. 


Norge will have its brand-new 1962 
laundry on tap. Four basic auto- 














Do Your Costs Compare 


Taking a long, slow spin through 
NARDA’s 1960 “‘costs-of-doing-busi- 
ness survey” (copyrighted by .v¥AR- 
DA) you find thai there are still 
plenty of ups and downs, but it’s 
plain that appliance dealers are no 
worse off than they’ve been in recent 
years. 

While the survey shows profits on 
sales hit record lows in some in- 
stances, the basic picture is OK: 

For example, profit on investment 

is up to 12.21% in 1960, from 11.29% 
in 1959. Getting into the figures: 
e NARDA retains its claim to fame 
as the refuge of more efficient deal- 
ers. NARDA dealer sales were off 
only 1.7%, compared with 1959’s 
record, while total sales of all ap- 
pliance-radio-TV dealers—as_ esti- 
mated by the Department of Com- 
merce—showed a 1960 decline of 
5.6% from 1959. 

Little dealers in the NARDA group 

came off best in the 1960/1959 sales 
change. Dealers with below-$250,000 
gross registered a 2.1% sales gain; 
those with $250,000-to-$500,000 gross 
were down 7.6%; those with above- 
$500,000 gross were down 2.8%. All 
merchandise plus service dealers 
were down 3.3%. And merchandise 
only dealers were up 4.4%. 
e There was bright news on the in- 
ventory scene, namely in holding the 
line, largely, on turnover. Dealers 
held their “leverage” this way: 


Merchandise - plus- service dealers 
above-$500,000 sales, 4.2 times, com- 
pared with 5.3 times in 1959; $250,- 
000-to-$500,000 sales, 4.4 times, com- 
pared with 4.7 times in 1959; 
below-$250,000 sales, 3.7 times com- 
pared with 4.2 times in 1959. 

Merchandise-only dealers 5.0 times 
compared with 4.9 times in 1959. 

All dealers combined: 4.5 times, 
compared with 5.0 times in 1959. 
Though this was a slowdown, 4.5 
times isn’t a bad rate. 

e National operating ratios don’! 
get any easier to figure, but thes: 
significant changes showed up: 

Cost of goods sold for service-only 
dealers took a relatively big drop. 
going from 80.56% (on sales) in 
1959 to 73.26% in 1960. This puts 
the 1960 ratio at a low for the last 
three years; there are no figures for 
years prior to 1958. 

Gross margin for merchandise- 
plus-service dealers went up. But just 
a little, from 28.0% in 1959 to 
28.78% in 1960. Gross margin for 
merchandise-only dealers went down. 
But only a little, from 29.60% in 
1959 to 29.22% in 1960. And gross 
margin for service-only dealers fol- 
lowed along on a now-three-year rise, 
by increasing from 1959’s 19.44% 
to 26.74%. 

Total operating costs were up 
slightly, hitting 28.76%, compared 
with 1959’s 27.02%. 
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matic washers, touted to handle 
“family size loads,” are front servic- 
ing, run from eight pushbuttons 
down to a one-speed, two-cycle model. 


Westinghouse will be there, charged 
to talk about its “Bonus Value Days” 
push at the retail level during the 
summer. 


Tappan will push its full-line image 
by showing, in addition to a raft of 
ranges, a kitchen package that in- 
cludes a dishwasher and disposer. 


G-E won’t have anything really new, 


General Electric’s new on-the-wall stereo console. Estimated list is $239. 




















































































































but will be sporting its 18.8-cubic- 
foot Spacemaker box, introduced this 
spring. Kicker on the box is the foam 
insulation. 


In consumer electronics, expect a quiet 
market. The biggest stir will prob- 
ably be created by G-E’s new stereo 
phonograph liné—complete with an 
on-the-wall console (picture above) 
with an estimated list of $239. 

Other manufacturers will show up 
with their newly introduced 1962 
lines, but any surprise will probably 
be held off until the Music Show in 
Jiily. 
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With NARDA’s 


Net operating profit for all dealers 
hit an all-time low of 0.02%, com- 
pared with 1959’s 0.98%. Big dealers 
showed a minus 0.46% net operating 
profit, compared with last year’s plus 
0.53%; medium-sized dealers hit 
1.37%, up from 1959’s 1.83%; and 
little guys dropped to 0.97% from 
1959’s 2.71%. 

Total income for all dealers dipped 
from 4.24% in 1959 to 3.56% in 
1960. 


Judging dealers by size: 
e Big dealers (above $500,000 sales) 
went into the red on net operating 
profit, hitting minus 0.46% on net 
sales. This dip followed a decline 
from 1.33% in 1958 to 0.53% in 1959. 
One of their larger expense items— 
one which reached a three-year high 
-was the one for proprietors-part- 
ners-executive salaries. 
e Medium-sized dealers ($250,000 to 
$500,000 sales) showed a three-year 
low for total operating costs, namely 
25.09%. But their net operating 
profit ratio of 1.37% was a three- 
year high. These dealers also hit an 
all-time low for proprietors-partner- 
executive salaries. But their outlay 
for salesmen’s remuneration rose in 
1960 to 5.72%, from 1959’s 4.42%. 
e Little dealers (below $250,000 
sales) went down on their net operat- 
ing profit when you compare it with 
1959 (from 2.71% to 0.97%). But 
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Averages? 


1960’s figure is well above the 1958 
return of only 0.15%. 


Looking at service, it doesn’t look so 
unprofitable after all: 

Though the survey returns on op- 
erating cost and profit for service 
departments were too few in number 
to warrant compiling ratios for 1960 
alone, NARDA economists combined 
the figures over the past three years 
and came up with a net income after 
income taxes figure for service de- 
partments (1958-1960) of 2.69%, 
which is higher than the overall fig- 
ure of 1.0%. 


On the financial side, there were some 
very cheery signs: 

Net profits on invested capital for 
1960 showed a healthy 12.21%, up 
from 1959’s 11.29%. 

And inventory to net working cap- 
ital, as of Jan. 1, showed an equally 
healthy drop from 78.3% in 1960 to 
76.0% in 1961. 

Current debt to tangible net worth, 
as of Jan. 1, showed a drop of 5.3%, 
from 94.6% in 1960 to 89.3% in 
1961. 

But current assets to current debt, 
as of Jan. 1, were 2.05 times in 1960, 
2.03 times in 1961. Reason for this 
last: Though current assets were up 
10% Jan. 1, 1961, over Jan. 1, 1960, 
current debt was also up—but up 
more, namely 12.2%. 
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SOUTH NASHVILLE, 
TENN.—After a slow start dur- 
ing the late winter and early 
spring months, electrical appli- 
ance dealers here were smiling. 

Spokesmen for Nashville’s 
three biggest retailers—Har- 
vey’s, Cain-Sloan department 
stores and Sears Roebuck—all 
agreed the year ahead looks 
good. One said: 

“We've got by the hump. Good 
weather has come, and you can 
see the sales picking up. You 
can’t keep electric appliances 
from selling here. This is pri- 
marily electricity country. A big 
percentage of the homes are all- 
electric, and people don’t want 
two or three kinds of utility bills 
coming every month.” 

Said Howard Bass, manager 
of General Appliance Co., Old 
Hickory: “Our sales are up from 
what they were this time last 
year. The good weather has 
helped, but it seems to me that 
people aren’t afraid of buying 
any more. And I think sales are 
going to keep on picking up.” 

His best sellers were air con- 
ditioners, washers and dryers. 

Gene Moore, manager of the 
Henshaw Furniture Co., 403 
Gallatin Rd., saw signs of better 
business in the appliance field, 
although he said that so far his 
own sales were about the same 
as last year. Best movers: air 
conditioners and refrigerators. 

Robert Fowler of Disspayne’s 
Service Center, 2801 Lebanon 
Rd., said he considers sales for 
the last several years have been 
very good, much above the na- 
tional average, and he is well 
pleased with his sales this year, 
although they are about the same 
as last year. “But I’m looking 
for a pick-up, especially in air 
conditioners and home freezers,” 
he said. 

“Appliance sales are better 
for us this year than last,” said 
Mrs. Lola Nabors of Phil’s TV 
& Appliance Co., 2705 Gallatin 
Rd., “but I don’t know what the 
reason is. Our best sellers are 
home -freezers, washers and 
dryers.” 

Wayne Allen of Jones Broth- 
ers Hardware Co., 1410 Buchan- 
an St., said electric appliance 
sales had been better for his 
company this year than ever be- 
fore. 

“Our best selling items are 
refrigerators, stoves and televi- 
sion sets.” 

Lewis Greene, owner of 
Greene Appliance Co., 148 
Eighth Ave. N., said appliance 
sales were running ahead of last 
year in volume but not in cash. 

“Money sales are slightly off 
because of poor air conditioner 
sales,” he said, “but with the 
coming of hot weather I expect 
this to be overcome. Our best 
selling items now are refrigera- 
tors and laundry equipment.” 

Ewing Lannom, owner of 
Lannom Electric Co., Madison, 
said his sales were off. He at- 
tributed this generally to poor 
economic conditions. He said he 
did not know what to expect in 
future sales. Laundry equipment, 
he said, were his best sellers. 

Steve J. Lawrence, manager 


of Lawrence Electric & Appli- 
ance Co., 1421 Fourth Ave. S., 
said his business had been good 
and he expected it to continue 
so. His best sellers have been 
air conditioners and laundry 
equipment. 

Meanwhile, statisticians at 
Nashville Electric Service, which 
does not sell appliances, but 
which keeps a record of all sales 
in Nashville, said 573 ranges 
were sold in April, 451 water 
heaters, 763 refrigerators, 221 
home freezers, 146 clothes dry- 
ers for a total of 2,154 units. 

In April, 1960, by comparison, 
sales were 567 ranges, 524 water 
heaters, 563 refrigerators, 212 
food freezers, 164 clothes dryers 
for a total of 2,030 units. This 
shows that 134 more major 
units were sold this April than 
for April 1960. 

During the first four months 
of this year, a total of 7,433 
major units were sold compared 
to 7,674 during the first four 
months of 1960. There were pre- 
dictions, however, that the com- 
ing months would put 1961 
ahead. The slow sales at the be- 
ginning of the year were blamed 
for the lag so far in 1961. 

Broken down, the record 
showed 2,041 ranges in the first 
four months this year compared 
to 2,147 last year; 1,652 water 
heaters compared to 1,874; 
2,258 refrigerators compared to 
2,000; 662 food freezers com- 
pared to 715; and 820 clothes 
dryers compared to 938. 


WEST COAST . SEATTLE, 
WASH.—Business was better 
than last year for most dealers 
but that’s not saying much. Last 
year was lousy. The gains were 
slight and were made only by 
hard promoting. Downtown Poole 
Electric, for example, staged a 
warehouse sale of Hotpoint ap- 
pliances in leased space on a 
traffic-laden arterial through an 
industrial district. Harold Gerke 
of Gerke’s, Inc., boosted his vol- 
ume with a two-night “Back 
Door Sale,” with admission by 
tickets mailed to customers. The 
store’s parking lot and “budget 
warehouse” were used to display 
special buys. 

Gerke admitted, however, that 
the big reason his net was above 
last year’s was that he closed 
the sheet music department his 
store, originally known as Ger- 
ke’s Music House, had operated 
for more than 50 years. Records 
remain on a self-service basis. 

Bruce Duncan, whose feud 
with the Bon Marche over 
Frigidaire prices cut margins 
for both, has shifted to General 
Electric and was looking for a 
downtown outlet closer to the 
department stores than his pres- 
ent fringe location. He’s keeping 
his North End suburban store 
but has closed his South End 
operation in anticipation of a 
trend back to the central busi- 
ness district. 

Walt Sprague, appliance man- 
ager at the Bon Marche, re- 
ported that major appliances 
were beginning to move, taking 
the play away from TV which 
has been his leader so far. 
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AHEAD 
IN THE NEWS 


APPLIANCES’ SUGGESTED RETAIL PRICES would have 


to be shown on them by retailers if a bill intro- 
duced by Rep. Harley O. Staggers (D-W.Va.) 
becomes law. The measure is patterned on the 
automobile pricing bill, passed by the last Con- 
gress. 

Each appliance’s tag would have to list: (1) 
the model number, (2) manufacturer’s suggest- 
ed retail price; (3) the suggested price for all 
optional extras. Failure to attach such a tag 
would subject the violator to a $1,000 fine for 
each item. * 


GRANCO’S SHIPPING FM STEREO TABLE RADIOS, all 


multiple-piece. Each FM unit is wired for FM 
stereo, has an optional “companion” with 
matched amplifier, speaker and separate con- 
trols to play FM stereo or dual-speaker monau- 
ral. Prices: A $24.95 companion goes with low- 
end FM-only set for $29.95, low-end AM-FM 
tuner for $39.95, and $49.95 AM-FM clock- 
radio. Next companion is $29.95, built for FM- 
AFC $39.95 set and next set step: AM-FM- 
AFC for $49.95. Two speakers in next AM-FM- 
AFC piece steps price to $59.95, with $34.95 
dual-speaker companion. And top of line is a 
$99 AM-F™M all-wood central control set with 
two slave speakers, which can be extended to 6 
feet. Speakers tuck into sides of the 30-inch 
cabinet. 2 


POLYSTYRENE FOOD LINERS will go into Admiral’s 


new 9-cubic foot refrigerators and freezers. The 
blue vacuum-molded liners, used in one model 
in the 1961 line, will replace normal steel-por- 
celain liners. Advantages: Can’t chip or rust; 
can be formed in any color; rail and shelf sup- 
ports are molded in; material is a good insu- 
lator. » 


ZENITH SWINGS AT THE JAPANESE with a $26.95 all- 


American shirt pocket six-transistor radio 
(model 60H). It represents a $3 drop from the 
company’s previous low price. The reason: “‘To 
counter Japanese competition as well as low- 
priced sets that are being offered by American 
manufacturers.” ~ 


EMERSON’S OPTION ON GRANCO will be picked up 


soon, said Emerson President Ben Abrams. 
Granco will become the FM arm of Emerson, 
which will stick to the AM radio business. * 


PHONO SALES WERE DOWN for the first four months 


of 1961, according to EIA figures. Factory 
monaural sales (246,546) were down 19.2% 
from same period in 1960. Factory stereo sales 
(796,464) were a 24.2% drop from 1960’s level. 
Retail monaural sales (287,849) had a 19.2% 
decrease, and retail stereo (917,156) was off 
17.9%. 











The Outlook For TV Now: 


After five strenuous months, tele- 
vision manufacturers were looking— 
and finding—signs of a 6.0 million- 
unit sales year. 

“Each week the way ahead looks 
clearer and brighter,” explained Ed- 
ward R. Taylor, Motorola’s executive 
vice president. Thirty days ago Tay- 
lor would have predicted a 5.9 mil- 
lion year. Now he’ll put his money on 
6.1 million for 1961—and he has 
company. 

e At RCA, Raymond Saxon, vice 
president for marketing, buys the 
6.0-million figure. “We had a fan- 
tastic May,” he chortled, “and the 
business outlook is good for the bal- 
ance of the year.” 

e At Zenith, the mood was bullish. 
Sales were moving at a record pace 
for the last three months and would 
probably set a record for June, ac- 
cording to Leonard C. Truesdell, 
president of the Zenith Sales Corp. 
And orders by distributors for new 
merchandise at the recent Florida 
convention set another company 
record. 

“We have oversold Zenith’s sched- 
uled production through the month 
of August,” thumped Truesdell. 

e At Philco, Armin Allen, vice pres- 
ident, says the climate is right. “In- 
dustry inventory at all levels is the 
lowest since 1955,” he explained. “I 
think we can have a 4.0 million fall 
(June-December) and if we hit this, 
we'll have a 6.0 million or better 
year.” 

e At Emerson, Benjamin Abrams, 
president, encouraged by an upswing 
in business, is looking for a 6.0 mil- 
lion year. 

e At Westinghouse, O. H. Yoxsimer, 
general manager of the TV and radio 
division, encouraged by industry 
sales, said “We expect TV sales will 
exceed the 6.0 million mark by the 
end of the year.” 

e At General Electric, a company 
spokesman said 6.0 million looked 
good right now, was impressed by 
the “momentum” being built up in 


the market. Not everyone. however, 
was willing to talk 6.0 million. 
e Optimistic, but still not willing to 
commit himself to the specific figure 
was Peter J. Grant, president of Syl- 
vania Home Electronics Corp. 

“The outlook is encouraging,” he 

said. “Inventory is in line and I be- 
lieve industry sales to the public will 
end up as good or slightly better 
than last year. Much of this, of 
course, hinges on the continued pick 
up of the general economy.” 
e For now, Admiral was sticking 
with its original prediction—5.75 
million distributor-to-dealer _ sales. 
“But we would like to be wrong,” 
said a company spokesman. 

The figures—2,030,000 units sold 
by distributors to dealers for the 
first 21 weeks—keyed the manufac- 
turers’ swing to optimism. 

For five months, TV was selling at 
a 6.0 million rate at distributor-to- 
dealer levels. And the seasonally ad- 
justed rate per month had built up 
steadily since January until the in- 
dustry was rolling at a 7.4 million 
unit sales rate for May. 


But there were notes of caution. Sales 
figures for the first five months were 
still 5.9% behind the comparable 
1960 period and everyone was work- 
ing in a price market. The mix was 
running heavily—a hair under 60% 
—to portables and table models. Con- 
soles were moving at the low end of 
the price categories, too. (TV-stereo- 
radio combos furnished one small, 
but very bright spot, running 43.7% 
ahead of last year’s five-month 
totals. ) 

One big question marketing men 
were asking: How much of the sales 
represented deferred buying? “Once 
this has been accomplished,” a mar- 
keting man explained, “we may re- 
turn to the normal replacement 
rate.” 

The real test, predicted Motorola’s 
Taylor, will come with the rate of 
upturn in the third. 





A Look At G-E’s 


General Electric touched all the 
bases with its 1962 line of portable 
phonographs and stereo consoles. The 
emphasis was on wood, spectacular 
wattage at the high end of the con- 
sole line and a new drop-down turn- 
table which is supposed to cut up to 
10 inches for the conventional depth 
of portables. 


In the all-wood console line, G-E 
showed up with 14 models including 
a sleek on-the-wall unit with an esti- 
mated list of $239 without tuner 
(see picture, page 3). 

Removable doors on the unit come 
with 10-foot extension cords, and are 
2% inches deep. Each houses an 8- 
inch woofer and a 3-inch tweeter. 

Each of the 14 models is available 
with an optional tuner. Three will be 
available only with an AM-FM-mul- 
tiplex tuner. G-E also takes a quick 
nod at reverb—four new models have 
optional “resonance.” 

The console line starts at $159.95 
for the compact “Westport” series 
which G-E dropped in last January 
and has now expanded to four models. 

At the top of the line—estimated 
list of $600 is the ‘“‘Mount Vernon” 
series with 100 watts of music power 
and a new multi-tweeter array of 10 
speakers. 
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New Phono Line 


Another new feature in the line— 
a “Null Balancer’”—provides auto- 
matic stereo channel balance. All 
consoles, with the exception of the 
“Westport” and “Devonshire” series, 
are adaptable for FM stereo. 


In portable phonos, G-E is going with 
the “luggage look,” 10 basic models 
(seven are new) with a price spread 
of $29.95 to $169.95, the drop-down 
turntable, swing-out speakers and 
vinyl-clad steel cabinetry. 

The new drop-down turntable 
shows up in three models and starts 
at $109.95 estimated list for model 
RP 1560. In play position, the models 
with the new turntable stand upright 

like a piece of luggage. The turn- 
table drops down and hinged wing 
speakers swing out at each end of 
the unit. 

General Electric is also getting in- 
to the $29.95 price category with a 
trim, 9144-pound monaural unit (RP 
1500) in a formed steel cabinet. The 
cabinet consists of two twin shells, 
each 21% inches deep and about 1 
foot square. One shell holds the rec- 
ord player; the other forms the lid. 

At the top of the portable lineup, 
G-E is going with RP 1590—12 
watts of music power, four speakers 
and detachable legs. 













YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 
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Model HC-1 2T 


NEW RCA WHIRLPOOL 
12 CU. FT. REFRIGERATOR-FREEZER 


Top features at low price to move fast...see your RCA WHIRLPOOL distributor! 


<<>> > 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 





Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


Use of trademarks &@ ond RCA authorized by trademark owner Rodio Corporction of America 
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Electrics Trade 
Predicts Big 
Second Half 


Electric housewares manufacturers 
were smiling last week as_ they 
looked over their sales figures and 
predicted that the next six months 
will be the biggest that the industry 
has seen since 1958. 

Though nobody went out on a limb 
with enthusiastic talk about the 
soaring 60s, most manufacturers 
gave the distinct impression that the 
next six months will definitely take 
the slack out of last year’s sagging 
sales and put the industry’s sales 
figures on a rising plane. 

And the fact that most of the busi- 
ness is usually done during the sec- 
ond half isn’t the reason for the gen- 
eral optimism. Manufacturers believe 
that they’ve seen the bottom of the 
business and that from here on in 
things can only get better. Here’s 


ing forward to the July Housewares 
Show and their first sales test for 
the second half: 


Sales are running on a par or a little 
ahead of the first six months of last 
year according to the majority of 
electrics manufacturers. But that’s 
only part of the story. The first 
quarter was so slow throughout the 
industry that most electrics makers 
were happy to keep sales from slip- 
ping below 1960’s levels. During the 
second half the picture brightened 
and most manufacturers experienced 
sales that ranged from 10% to 15% 
above the same period in 1960. It’s 
this sharp upturn that accounts in 
part for the smiles. 


Another reason for the enthusiasm is 


better shape throughout the industry 
than they have been in several years. 
In an effort to balance their over- 
supplies, most manufacturers report- 
ed that they reduced production dur- 
ing the first quarter. By the end of 
March, electrics makers were report- 
ing that they had solved their in- 
ventory problems and were “shipping 
right from the production lines.” 
Here’s how some of the major 
electrics manufacturers stand as far 
as inventories are concerned: 
e@ Westinghouse reports that its in- 
ventories are down from the same 
period in 1960. 
e@ Sunbeam says its inventories are 
down and that it is “shipping right 
from the production lines.” 
e Proctor-Silex reports its inven- 
tory picture is “healthy”; about the 
same as last year at this time. 
e Hamilton-Beach told EM WEEK its 
inventories were “normal or slightly 
below normal all along the line.” 
e Knapp-Monarch says its inven- 
tory is in good shape for the fall. 
e Regina describes its inventory 
picture as “moderate or light.” 
e Oster says its inventories are in 
“good shape.” 


Because inventories are in such good 
shape throughout the industry, man- 
ufacturers don’t expect changes in 
their price structures during the sec- 
ond half. But that doesn’t mean that 
there won’t be the usual abundance 
of specials and promotional deals 


tric, Sunbeam, Westinghouse, Proc- 


‘tor-Silex, Hamilton-Beach, Regina, 


and Knapp-Monarch all reported 
that they will be offering specials at 
the July Housewares Show. 


Advertising outlays will be up during 
the second half. Most manufacturers 
told EM WEEK that they’ll be spend- 
ing more money on advertising dur- 
ing the next six months. In almost 
all cases, the increases will be in 
local or co-op budgets. 

Proctor-Silex is planning a contest 
that will offer $120,000 in prizes to 
consumers and $34,000 to distribu- 
tors and retailers. According to 
Frank Davis, sales manager, “The 
contest will get under way in Sep- 
tember and run through to Decem- 
ber. We also plan to increase our 
magazine advertising,” Davis ex- 
plained. The company will continue 
its national advertising program on 
rv: 

“The largest advertising budget 
for national magazine advertising in 
the company’s history,” is how Sales 
Manager F. W. Stone describes 
Knapp-Monarch’s plans for the next 
six months. “We’re going to spend 
more on local and co-op advertising, 
too,’”’ Stone said. 

C. J. Piemeisl, Hamilton-Beach, 
told EM WEEK that his company plans 
to increase its advertising budget 
across the board. 

Regina’s advertising budget will 
be up, too. David Gardiner, advertis- 





why most of them are eagerly look- that inventories are in generally 


available to retailers. General Elec- 


ing manager, stressed that the com- 





For Telling Time Al Fresco 


A weatherproof, insulated case adapts these 
Italian-made electric or battery-operated clocks 
for outdoor use. Reading clockwise are: #7548, 
12-pointed star in blue and umber; #7543, blue- 
green background with touches of gold, blue, 
mauve and brown in border of curvilinear fish; 
#7546, blue under crackle blue glaze alternate 
with mint green in a 12-point star; #7542, citrus 
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and brick red alternate in four-quarter segments. 

The ceramic-faced clocks vary from 11 to 14 
inches in diameter and 2 and 2% inches in depth. 
Suggested retail prices: Smaller clocks, $20 (elec- 
tric) and $30 (battery); larger models, $22.50 
(electric) and $32.50 (battery). Weatherproof 
case is $3.75. 

Howard Miller Clock Co., Zeeland, Mich. 


Houseboy Polisher 


Two twin-brush floor care machines, as well as 
a new line of applicators have been introduced by 
Red Devil. Deluxe Houseboy, H-100 (shown), 
with full complement of accessories carries a sug- 
gested list of $58.80. 

Model H-88 sells for $37.80. Both models are 
chrome finished. 

Red Devil Tools, Union, N.J. 
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pany will be spending more on local 
advertising this year but that the 
expenditure for TV, national maga- 
zine and newspaper advertising will 
be about the same as it was last 
year. 


Don’t be surprised to see some major 
overhauling done in some of the dis- 
tribution patterns in the electrics 
business during the next six months. 
Though most manufacturers contem- 
plate only a few minor changes in 
specific markets, at least two compa- 
nies are seriously considering more 
extensive measures. 

“‘We’ve been looking at our dis- 
tribution set-up for some time,” said 
Piemeis] of Hamilton-Beach. “There 
are too many parasites in this busi- 
ness. We want distributors who are 
willing to sell our products on the 
basis of quality and not on price,” 
he continued. “It’s time, we think, 
to consider some sort of restrictive 
or qualified distributor program,” 
he said. 

Sunbeam plans to “exercise in- 
creased flexibility” in its distribu- 
tion program during the second half. 
President R. P. Gwinn pointed out 
that while the company would main- 
tain—for the most part—its historic 
pattern of distribution, it would un- 
dertake some experimenting in dif- 
ferent markets. Experiments would 
involve specific kinds of retail out- 
lets in a given market and might 
even involve selling certain products 
to only one type of outlet. Sunbeam 


doesn’t plan to expand its West Coast 
marketing program, under which 
Sunbeam sells to retailers on a con- 
signment basis. 


In spite of the general optimism and 
the feeling that the industry is show- 
ing strong signs of awakening, elec- 
tric housewares manufacturers agree 
that they still have some problems to 
face up to during the rest of the 
year. Price footballing and the re- 
sulting short profits for distributors 
and retailers are two ogres that 
manufacturers would like to elimi- 
nate. 

Manufacturers claim that prices 
have gone about as low as they can 
go without sacrificing quality. Un- 
less something drastic happens— 
foreign competition coming into the 
market lower than the low-low prices 
already there—prices should level 
off at retail during the second half. 
But makers don’t think that this 
leveling off will help retailers who 
are already slicing the profit dollar 
pretty thin. What’s the answer? 

Manufacturers feel that they must 
convince distributors and retailers 
that they can sell electric housewares 
without slashing prices and profits 
to the bone. They agree that custom- 
ers need and want small appliances. 
The only solution manufacturers 
have is to: intensify their contact 
with retailers and distributors and 
hammer home the theme that they 
can sell small appliances on some- 
thing other than price. 
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Melamine For Fall And Spring 


Parisian Springtime (left), a pas- 
tel floral motif in shades of yellow, 
yellow-orange and dusty rose, and 
Fall Festival, a leaf-pattern in tones 


Stand-Up Scale At Detecto 


Stand-A-Way scale, K600, features 
tripod base of two built-in studs and 
a stud-tipped extension on the han- 
dle, which allows the scale to be stood 
on its base when not in use. The scale 
measures 34 inches from base to 
handle. 

A new patented mechanism gives 
accurate weight regardless of the 
surface on which the scale is placed, 
the company claims. Unit is avail- 
able in new colors of lilac and 
sandalwood, as well as white, black, 
pink, yellow, blue or green, sug- 
gested price is $10.95. August deliv- 
ery is promised. 

Detecto Scales, Inc., 540 Park Ave., 
Brooklyn 5, N.Y. 


JUNE 19, 1961 





of muted brown, red and orange, are 
added to Westinghouse’s Melamine. 
Prices: Parisian, 45-pieces, $22.50 
and $24.95; Fall $24.95 and $29.95. 
Westinghouse Electric Corp., 1105 
Railroad Ave., Bridgeport, Conn. 




























































| HOUSEWARES 


BETTER DRUG STORE DISTRIBUTION will be one of the 
benefits of General Electric’s recent reorganiza- 
tional move. The company’s clock and timer di- 
vision is now responsible for marketing hair 
dryers, baby food warmers, heating pads and 
vaporizers in addition to the clocks that already 
enjoy good drug store distribution. G-E also has 
added a new department—the home care and 
comforts products department—that will be re- 
sponsible for marketing vacs, floor polishers, 
floor washer-dryers, electric blankets, fans, air 
purifiers and heaters. D. E. Perry will head up 
the new department. = 


FOLEY HAS ITS OWN SHARPENER TO MERCHANDISE 
with its lawn mower line. Last week Foley Man- 
ufacturing Co., Minneapolis mower and house- 
wares maker, announced that it had purchased 
the assets of the Modern Manufacturing Co., 
Pasadena, Calif., which makes mower sharpen- 
ing equipment and a knife and scissors sharp- 
ener. Foley will continue to use the Modern trade 
name but the products will be merchandised out 
of Minneapolis. . 


A NEW WESTINGHOUSE MERCHANDISING PROGRAM 
is designed to build Bug-A-Way light bulb sales 
and reverse the trend among dealers to consider 
the summer as a poor season for selling bulbs. 
The company has created new point-of-purchase 
material including a floor merchandiser that 
holds 240 bulbs; new bulb packaging; and pen- 
nants, streamers, and price cards to help the 
dealer sell his anti-bug bulbs. 3 


THE OUTDOOR POWER EQUIPMENT INSTITUTE is hold- 
ing its annual meeting this week at the Grove 
Park Inn, Asheville, N. C. During the meeting, 
equipment makers will discuss their safety pro- 
gram for the coming year; attend a management 
and sales clinic; and try to answer “the ‘60s’ 
most challenging questions facing outdoor equip- 
ment manufacturers.” * 


CLASSIC FRENCH RECIPES WERE SAMPLED by the 
country’s food and equipment editors last week 
in New York. Countess Mapie de Toulouse-Lau- 
trec, head of the cooking school of Maxim’s, 
Paris, was imported by the John Oster Manu- 
facturing Co. to demonstrate that “difficult 
French cooking can be done quickly and easily 
with an Osterizer blender.” The Countess’ 
recipes will be published by the Oster Co. and 
made available to customers. » 


WEST BEND NON-STICK FRYPAN HAS A COVER and 
will carry a $9.95 suggested retail tag. Accord- 
ing to company Officials, the cover is needed to 
keep the moisture in. Shipments of the 10%- 
inch Teflon-coated pan are being made to deal- 
ers now. = 













Emerson’s stereo phono-radio, AM-FM, four speakers, is $228. 





Emerson starts 1962 TV line at $178 for 19-incher with timer. 


Emerson-DuMont: TV In Depth 


Pricing surprises, added features 
and some wheeling and dealing in 
color TV were all packed into Emer- 
son-DuMont television line introduc- 
tions last week. 


For Emerson, President Benjamin 
Abrams kicked off his all transform- 
er-powered line with a 19-inch porta- 
ble that carries a startling list of 
$178—a price which tops the entire 
industry. Most majors start with 19s 
at $169.95 and General Electric is in 
at $159.95. 

“We have better discounts,” ex- 
plained Abrams. “There’s no profit 
for dealers at $159 and $169. At 
$178, we think we have the best 
value on the market—and a long 
discount.” 

Emerson has packed a timer, per- 
sonal listening jack and ear piece, 
carrying handle, dipole antenna and 
illuminated channel indicator into 
the leader model. 

Other price steps in the line: 23- 
inch tables start at $198; consoles 
begin at $258. 

Emerson was also giving poly- 
lustre—a bright, glossy sprayed 
polyester finish—more attention. A 








19-inch table model, two consoles and 
a combo will carry the finish in the 
1962 lineup. 

Remote control was cheaper and 
there was more of it. Remote is now 
a $55 to $60 add on; last year the 
price was $75. 

In color TV, Abrams was wheeling 
and dealing with his single $750 list 
Emerson set. Selling the remaining 
color inventory to distributors at an 
inviting price and combining the sale 
with a push package of transistor 
radios, Abrams was out to spread 
color sets among as many dealers as 
possible. (The company will have a 
new color set in September with a 
laminated tube. ) 

Abrams is optimistic about color, 
predicting a stronger business this 
year. “With other manufacturers in 
the business,” he said, “sales ought 
to speed up.” 

In stereo consoles and _ radio, 
Emerson was going all the way with 
FM stereo. All consoles in the 1962 
line will be equipped with multiplex 
jacks. Self-powered adapters listing 
at $29.95 are scheduled to be ready 
in August. 

Emerson is also adding a seven- 


transistor radio to its English-made 
portable transistorized pocket phono. 
List should be about $100. The com- 
pany also was talking “all-American” 
in transistor radios and showed up 
with an eight-transistor shirt pocket 
model with a $29.88 list. A seven- 
transistor pocket radio, listing at 
$24.88, starts the line. 


In the high-end DuMont line, Abrams 
was going with a new chassis (the 
R-800), his first portable and an au- 
tomatic brightness control (like 
Magnavox and RCA) across the en- 
tire lineup. 

The new 19-inch portable kicks off 
the line at $189.95. DuMont will get 
deeper into the growing TV-stereo- 
radio combo market with three new 
models listing at $750 and $795. All 
three units come with doors. 

And all units with the new chassis 
will be available with remote control. 

Another color set, listing at $795, 
has been dropped into the line, bring- 
ing the total color sets to three. And 
a fourth 27-inch console, listing at 
$475, has been added. Two 24-inch 
models are being carried over from 
this year. 





At Symphonic: Stereo For $39.95 


Symphonic hit the market with 
some hot prices and a slim look in its 
1962 line-up of portables and stereo 
console phonographs. 


In portables, stereo starts at $39.95 
for a manual four-speed unit (model 
1707) with two bat wings. Symphon- 
ic’s first stereo portable with auto- 
matic changer (model 1720) and one 
bat wing speaker enters the line at 
$64.95. 

At $89.95, the company is making 
a pass at the “three-channel” stereo 
market. The unit (model 1722) has 
three speakers and three amplifiers. 
A mixture of left and right channel 
music is fed through the center 
speaker to get a more realistic all- 
around effect. 


Symphonic has some new wrinkles 
in monaural portables. For $69.95, 
the company is offering a four-speed 
mono automatic changer with an AM 
radio (model 1730). And in the hot 
$49.95 price area, Symphonic is mov- 
ing in with- model 1712 priced at 
$47.95, a $2 drop from last year’s 
list. The company also is offering a 
special four-speed manual monaural 
phono (SC-500) designed specifically 
for the school market. The unit lists 
for $69.95. 

In high-end portables, Symphonic 
has come up with a $149.95 (model 
1728) unit which has 20 watts of 
peak power, and provision for a pair 
of extension speakers. The extension 
speakers (SP-28) go for $49.95 a set. 
And there’s enough power in the 


$149.95 unit, Symphonic claims, to 
drive the extension set of speakers 
and give you second room stereo. 
With model 1733 at $199.95, you can 
get an AM-F'M stereo tuner. 


In consoles, Symphonic has new 
prices, a four basic model line avail- 
able in mahogany, limed oak and 
walnut and some slim, horizontal 
cabinetry. Last year’s console line 
started at $119.95; this year it’s 
$99.95 (model 1751). 

For horizontal consoles in wood 
solids with sliding doors, Symphonic 
starts at $129.95 with phono only, 
steps to $159.95 for AM radio and 
to $229.95 for AM-FM-multiplexing. 
Top of the line (model 1777) comes 
in at $349.95. 





Webcor Has New Portable Phonos 


Big news at Webcor’s line show 
last week was its new tape recorder 
(model 2202) for $99.95, American 
made, and a manual stereo portable, 
$39.95 (model BP-1213). 


The portable monaural phone line 
starts with model GP1212 for $29.95. 
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Next monaural step is model EP1251, 
auto changer, for $49.95. 

All portables have a second color 
choice. 

Next price steps back into stereo, 
$69.95 for the automatic model BP- 
1252, blue and white. Next, model 
EP1253 is a wing-speaker stereo au- 


tomatic for $79.95. Then model BP- 
1270, the Holiday Deluxe, stereo auto 
is being priced at $89.95. 

Model EP1254 steps to two wing 
speakers for $119.50. 

And the top of the line is the Pres- 
ident, model EP1150, $169.95. 

Continued on page 50 
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How To Use 
The SBA’s 
Lending Plan 


The Small Business Administra- 
tion has changed some of its rules 
since the advent of the Kennedy ad- 
ministration to make its loan pro- 
grams more attractive to small busi- 
nessmen, particularly those in retail, 
wholesale or service trade. 

These three changes are of most 
interest to appliance and home fur- 
nishing dealers and distributors: 

1—SBA has reduced its business 
loan interest rate to 4% in areas of 
substantial labor surplus (depressed 
areas). The rate remains at 514% 
in all other areas. 

2—Regional offices now can ap- 
prove direct loans of up to $50,000; 
participation loans of up to $100,000 
when a bank assumes 10% participa- 
tion, and participation loans of up 
to $150,000 when a bank assumes 
25%. Previously, the limits were 
from $20,000 to $100,000 without 
approval from Washington. 

3—SBA participation under the 
limited loan participation plan has 
been raised from $15,000 to $25,000. 
It still is limited to 75% of the total 
loan. 

The plan is aimed specifically at 
extending financing to small retail, 
wholesale, service and other busi- 
nesses which have only limited tangi- 
ble collateral, but which are soundly 
managed and have good earnings 
and credit records. 

Limited loans are made entirely 
through banks. Forms to apply for 
such a loan are available at your 
nearest SBA field office. All transac- 
tions can be conducted on the local 
level. In fact, only in rare cases does 
a borrower have to go to Washing- 
ton. 

Ordinarily, limited loans must be 
“new money.” But there are circum- 
stances under which money already 
owed to a bank may be included. 


Maximum maturity of a limited loan 
is five years, with the monthly re- 
payment schedule to include princi- 
pal and interest. Maximum interest 
rate on SBA’s share of the loan is 
514% (4% in depressed areas). The 
participant bank may set a higher 
rate if it is legal and reasonable. Or, 
it may set a lower rate. In no case, 
except depressed areas, will the SBA 
rate fall below 5%. 

For larger loans (SBA may lend 
up to $350,000 to a single borrower) 
and for longer terms, SBA has other 
types of programs. Information on 
these, whether or not a private bank 
is to participate, may be obtained 
from your nearest SBA field office. 
Repayment time usually runs to 10 
years. 

Loans ordinarily are made for 
three purposes: (1) business con- 
struction, conversion or expansion; 
(2) purchase of equipment, facili- 
ties, machinery, supplies or materi- 
als (3) working capital. 

Here’s where you can get infor- 
mation: 

BOSTON, MASS.: Sheraton Bldg., 470 
Atlantic Ave., Edward J. Stewart, 
Regional Director. 
Augusta, Me.: 116 State St., George 
B. Coffin, In Charge. 
Concord, N. H.: DuBois Bldg., 72 N. 
Main St., James J. Crane, Jr., In 
Charge. 

Continued on page 24 
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“The General Electric Major Appliance Division has a progressive 
program of innovation in engineering-manufacturing, advertising 
and distributing—all aimed at selling merchandise to the con- 
sumer. That’s great for them, but what’s in all this for me? 

“Plenty! 

‘“‘They’re one company that knows that the payoff for everything 
they do is right here on my salesfloor. Their programs are aimed 
at helping me sell. 

“They give me a full line of products with the most saleable 
features like Power Shower in dishwashers—the 12-pound load 
in washers—speed cooking in ranges—Frost-Guard refrigerators 
—Easy-Mount room air conditioners, all backed by really effec- 
tive advertising and preferred by most of my best customers. 


‘My distributor gives me complete cooperation in sales educa- 
tion, local advertising and promotion and financing. I have the 
finest sales opportunities in the business. 

“Profit! That’s what’s in it for me.” 

GENERAL ELECTRIC MAJOR APPLIANCES—General Electric 
prestige - the most complete line - the most-wanted features - 
preferred by most women : really effective advertising. 
OFFERING GENERAL ELECTRIC DEALERS—Personal Warranty 
Service plan, complete local newspaper, radio and television ad- 
vertising and promotion « sales training + complete financing - 
distributor cooperation.—Major Appliance Division, General 
Electric Company, Appliance Park, Louisville 1, Kentucky. 

What’s Good for our Dealers...is Good for General Electric 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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YOUR personal BUSINESS 


The sub ect st of your health is most More pe a perhaps, 
than anything else. ch piece of info ation that pertains to it 
ought to be considered and taken for just what it's worth. 


AAA 


e Take aspirin, for instance. Americans buy three times as much of 
the higher-priced aspirin preparations (buffered, fizzes, APC) than 
plain aspirin and the AMA recently implied they may be. ‘wasting their 
money. The antacids added to aspirin which produced the so-called 
"buffering" effect, serve no useful purpose, according to several 
scientific surveys. Phenacetin (the P in APC) and acetanilid are used 
to parallel or supplant aspirin in certain headache remedies. The first 
is "just as effective as aspirin" but “more toxic." The second is 
"far more toxic." Nothing like good old aspirin. But the AMA has these 
precautions about its usage: (1) If dosage must be repeated several 
times a day for several days to relieve pain, a physician should be 
called. (2) Don't take it to reduce fever without consulting a doc- 
tor. (3) It should be taken with a full glass of water and not on an 
empty stomach. (4) It should be thrown out when the bottle smells of 
vinegar or the tablets fall apart. (5) It should not be taken by 
people with stomach ulcers. 


e Temporary "warning" strokes ee not mean that a full-blown and 





possibly fatal one will follow. Three Mayo Clinic researchers re-- 


ported results of a study which support the view that long-term anti- 
coagulant therapy affords protection from strokes to a significant 
percentage of patients who suffer intermittent attacks. 230 patients 
were studied for periods of one to five years. 

A separate report made about the same time in the "AMA Journal" in- 
dicated that dental surgery can be performed on persons taking anti- 
coagulant drugs without fear of excessive bleeding. Discontinuance 
of the drugs for surgery may be more dangerous than proper dental 
surgical techniques under therapeutic anticoagulant levels. 





e@ Severe high blood pressure can be controlled by a new potent, long- 
acting, orally administered drug. The drug, guanethidine (Ismelin), 
differs from currently used drugs because it acts on the arteries and 
veins rather than the brain and nervous system. According to an ar- 
ticle in the "AMA Journal,* in 14 of the 16 patients whose progress 
was followed, the drug “gave good control with minimal side-effects 
and no toxic manifestations." Guanethidine at present, however, 
should be used only for patients with severe high blood pressure and 
when other therapy has failed. 





e@ One of the best ways to keep your Shape or improve it is exercise. It's 
true even if you're in your 60s. Dr. Bruno Falke of the Federal Avi- 
ation Agency's Civil Aeromedical Research Institute made studies of 
severa:i hundred men, from 17 to 65, which showed that daily exercises 
can alleviate general symptoms of aging. Middle-aged men with seden- 
tary living habits improved their general physical capacities by 25% 
as the result of a 10—-week course of daily "workouts," of 30 to 40 min- 
utes duration and consisting simply of alternate trotting and walking. 


e Golf seems an obvious way to mix exercise with fun. Two recent books 
on the subject may be worth your time unless you're a master already. 
Sam Snead on Golf (Prentice-Hall, $3.95) presents the old pro in words 
and pictures which describe every aspect of the game in simple terms. 
Golf Begins at 45 (Barnes, $4.95) by Tom Scott and Geoffrey Cousins 
shows how you can adjust your golf game to advancing years. 











If, on the other hand, you move around too much, relax. Fishing seems 
to to dot wonders for Some people. A book called Why Fish Fish Bi Bite and Why They 
Don't (Prentice-Hall, $3.95) by James R. Westman just might get you 
Started. 




















“Oh really, Joe—to church?” 


IT ALL STARTED WHEN... 


Some Sailors 
Were Saved 
Jy By Wireless 


It was a typically foggy English morning in 
the spring of 1899. A freighter was groping its 
way treacherously close to the Geedwin Sands 
off the southeast corner of England. Suddenly, 
the ship plowed into the East Goodwin lightship. 
But a new invention stood ready—with its wire- 
less telegraphy the sinking lightship sent a call 
for help to the South Foreland lighthouse. And 
within hours, lifeboats were there, in time to 
save the lightship’s crew. The story of the dra- 
matic rescue at sea quickly spread and in no 
time a 25-year-old Italian named Guglielmo Mar- 
coni began to receive orders for his new device. 
Marconi’s “wireless” was still several steps re- 
moved from the actual transmission of voice, 
but it provided the impetus for others. 


No single individual can claim the radio as his own 
invention. It took the combined efforts of several 
scientists working independently to develop the 
method of voice transmission. While Marconi 
worked in Italy, a trio of German scientists 
merged their efforts to form Telefunken. In 
America, Reginald Fessenden, a Canadian by 
birth, was working for Edison’s research group. 
Within 10 years, Fessenden made a series of con- 
tributions to the growing new science that simply 
needed refinement. Lee de Forest was the indi- 
vidual to distill the ideas of Marconi, Telefunken 
and Fessenden. 

De Forest’s first experiment in wineieis teleg- 
raphy was made in the year following the ship- 
wreck off Goodwin Sands. Suen in 1903, De 
Forest was in New York City experimenting 
with platinum electrodes and their use in a 
wireless. In one experiment he connected one 
electrode to an aerial and grounded a second 
through a telephone receiver. He heated both 
wires over a Bunsen flame and to his surprise re- 
ceived signals from a ship in New York Bay. 
He continued experimenting, next using a bulb 
that contained a carbon filament and a platinum 
plate. He ionized the gases within the bulb by 
connecting the plate to a source of high voltage. 
Next was the introduction of a third electrode 
within the bulb, consisting of a piece of wire 
bent back and forth and located close to the 
filament. 


Within three years De Forest was transmitting mu- 
sic, which was being received by an ever growing 
number of amateur radio listeners. Then, in the 
fall of 1910, radio came into its own. Enrico 
Caruso sang from the stage of the New York 
Metropolitan Opera House and was heard through 
thousands of earphones. 

By 1921, 300,000 receiving sets tuned into the 
Dempsey-Carpentier fight, broadcast from Boyle’s 
30 Acres in Jersey City. And Pittsburgh’s KDKA 
was using a “Greek courier plan” to give its 
listeners up-to-the-minute baseball results. A 
staffer sat in the top row of the bleachers at 
Forbes Field. At the end of each inning he 
wrote results on a piece of paper, tied it to a 
rock, and threw the report over the fence. A 
“courier,” stationed on the street below, ran 
to the nearest payphone and called the studio. 
There, a colleague relayed it into the microphone. 
On May 19, 1921, the first government market 
reports were broadcast, laying the groundwork 
for all future farm radio programs. 


ABOUT THE AUTHOR—The “story behind the 
product” has always fascinated Ben Leerburger, 
who as an assistant editor in McGraw-Hill’s 
“Product Engineering” is in a unique position 
to pursue the subject. For some years now, he 
has written a widely read column of historical 
anecdotes for his own magazine. It makes such 
fascinating reading that EM WEEK has asked 
Leerburger to do a similar column for this page 
once a month. 
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EM WEEK welcomes expressions of 
opinion from its readers for publication, 
subject, of course, to final editing and 
approval by editors. 





Editor, EM WEEK: 

Despite the ancient shibboleth of 
some uninformed retailers that the 
fan season, like the rest of the sum- 
mer season, ends on July 4, and is 
therefore half over on June 5, the 
facts show a different picture. 

For as many years as we have been 
keeping sales records at various lev- 
els, more fans have been sold at re- 
tail in hot weather than in cold. And 


for the same period of time, it has 
usually been warmer in June than in 
May, warmer in July than in June, 
and warmer in August than in July. 
As a result, those stores which have 
bothered to keep records can show 
that they have always sold more fans 
at retail in the months of July and 
August than at any other time of the 
year. Occasionally, you have a small 
heat spell in June which is then not 
followed up by any subsequent heat, 
such as last year, and in that case 
the bulk of the fan sales would be 
in June. 

But by and large, more fans are 
sold at the retail level in the warmer 
weather of July and August than at 
any other time. 

In view of this, I fail to see how 
anybody can call the fan season 
“half over” at the beginning of June. 
Such thinking is akin to the soft 


goods departments closing out bath- 
ing suits on July 5 because the sum- 
mer is then all over. 
In order to sell fans, you need 
heat, too. 
Pray for heat! 
Burt Sloane 
The Lau Blower Co. 
Dayton, Ohio 


A “shibboleth,” says Webster’s, is 
a “party cry” or “pet phrase,” and 
EM WEEK pleads guilty to voicing one 
in its article on fans (EM WEEK, 
June 5, p6). In this article we said 
that the week of June 5 marked the 
mid-way point of the fan season. Mr. 
Sloane ieads from strength with his 
monthly sales figures, but tradition- 
ally retailers begin to clear out their 
fans around July 4 for inventory 
reasons—just as retailers of bathing 
suits do. 
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Model +937 — 3-dimensional Emerson Stereo Portable 
in two-tone luggage case; three separating speakers 


AS AOVERTISED IN 


again built into Emerson for ’61 


“most popular” BSR... 


now in America’s favorite hi-fi, and in the best- 


selling high fidelity lines around the world! 


dependable BSR .. 
record changing cycles! 


service-saving BSR... 


demonstrable BSR.. 
fidelity reproduction... 


jamproof... 
. engineered for most quality without complexity! 


« Light, skip-free tracking as low as 2% grams... 
to all cartridge compliance requirements = Hum-free, rumble-free... 
with extra-powered, shielded motor... 


. lab-tested through over 550,000 consecutive perfect 


beautifully simple... trouble-free 


. plays all record sizes intermixed, with true high 
plays 4 speeds, stereophonic and monophonic, 
automatically or manually! 


tone arm adjusts 


full rubber suspension, precision- 


balance #® Stops flutter and wow with heavy, concentrically weighted 





turntable = Completely tropicalized... 
specifications, service charts and parts lists on request. 


humidity-proof ® Detailed 


Bdla Seud Ropreduelion 


lines will be the big, exclusive feature 
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The Summer Markets In Chicago: 
It’s Pretty Muggy, But It’s Nice 


Chicagé in June is changeable, 
and right here the expectation of a 
muggy week’s work in the two big 
Marts may fall down—the weather 
might be delightful. It isn’t likely, 
though. 

This time around, the official 
opening day is Sunday, but the big 
rush is still expected for Monday 
morning, as usual. It seems to be 
easier to change announced dates 
than it is to change long years of 
habit on the part of veterans. 

Those veterans, who don’t change 
their attendance habits easily, have 
another set of habits they won’t 
change either. If you are one of 
them, then this list will be a re- 
fresher; if you are a newcomer, 
you'll find the suggestions save your 
feet and your temper and your 
strength, and that might make you 
a buck, or save you a buck. 


Here are the old-timers’ rules: 
Don’t try to make too many trips 


12 


around the Merchandise Mart’s 11th 
floor in one day. 

Don’t walk when you can stand. 

Don’t stand when you can sit 
down. 

And don’t sit down in the heat if 
you can sit where it’s cool. As they 
do on every Market day, everyone 
will start being happy with a chance 
to sit down about 11 a.m. So sit— 
you'll probably get more done that 
way anyway. 

The map above will help you chart 
your course. Some things have 
changed, you’ll note pretty quickly. 
Hotpoint, for example, just isn’t 
there any more, and neither is 
Motorola. The floor has more brown 
goods, however, than last year, with 
Majestic International, Clairtone of 
Canada and General Dynamics/Elec- 
tronics Corp. (formerly Stromberg- 
Carlson). Among those present Auto 
Stove has moved in, next to the 
Maytag space. 

There are some hotel showings, 


and the Furniture Mart exhibitors, 
which are listed here, and _ the 
ubiquitous hospitality rooms of the 
non-exhibitors are to be _ found 
easily, but only by the time-honored 
and mysterious methods of thirsty 
buyers. 


Food at the Markets is still the same. 
The factory invitation is the best 
deal—it’s quick, it’s easy, and of 
course it’s the cheapest way to eat. 
Non-key accounts, or busy shoppers, 
can stand in the Merchants and Man- 
ufacturers Club line, try Henrici’s 
on the first floor, or grab a bite at 
any of eight spots on the first and 
second floors. At the Furniture Mart, 
the 17th Floor Club is the most 
ambitious spot, but there are a 
myriad of “Coke” bars scattered 
through the building. 

Coffee is easy to buy at the Furni- 
ture Mart and tough to buy at the 
Merchandise Mart—that is, you 
have to go down to the first or sec- 


ond floor to get it. If you don’t in- 
sist on buying your brew, the 11th 
floor offers plenty, the most popular 
being the Maytag space, where the 
tradition of ‘coffee and’ hasn’t 
stopped yet. 

Outside of general mugginess, 
there isn’t much to worry about the 
outside weather for the Summer 
Markets, and inside it’s air condi- 
tioned. Anything you’re carrying 
probably can be left with a sup- 
plier, but make sure you are back 
after it before the spaces close— 
the end of a long Market day is not 
the time to expect somebody to stick 
around so you can get your morning 
paper back. Checkable items are 
probably best left at the first floor 
check rooms. 


Satisfying the inner man outside the 
Marts of trade is easy in Chicago. 
Getting a good meal is not the prob- 
lem. It is picking a single restau- 
rant out of many. Perhaps the only 
thing an article such as this can do 
is point out some specialty restau- 
rants that people (1) talk about and 
(2) say serve good meals. 
Beef-eaters will be happy at the 
Embers (downtown or on Walton 
Street, near north), The Stockyards 
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Hilton). 

French cuisine is the specialty of 
Jacques’, Chez Paul and Teddy’s 
L’Aiglon, all near north. Cafe de 
Paris is another French restaurant, 
in case the name doesn’t tell all. 

Just how many Italian restaurants 
there are in’ Chicago not even 
Italians know, but there are cer- 
tainly more of them in sight than 
any other kind. Best-known close- 
by spot is Riccardo’s on Rush Street 
near the Wrigley Building. Arman- 
do’s is well-known, offers top food 
in the Italian style, plus good steaks. 
Others, and there are hundreds, 
range from pizza joints to as high 
as your pocketbook will reach. 

Seafood is not a Chicago specialty, 
since it is a long way to an ocean, 
but there are several pretty fair 
restaurants anyway. These include 
the Well of the Sea at the Sherman 
Hotel, the Boston Oyster House of 
the Morrison Hotel, the Cape Cod 
Room of the Drake, and Ireland’s on 
the near north side. 

Exotica a la carte is beginning to 
be commonplace in Chicago. There 
are two Japanese restaurants—the 
Azuma and the Nake-No-Ya—close 
in. The Cafe Azteca on North Ave- 
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Mexican food. And those who sam- 
ple shish-ke-bab and belly dancers at 
the Scheherazade usually enjoy it. 

If you consider Cantonese-Poly- 
nesian fare exotic, you can get it 
here. For plenty of atmosphere, 
there are Shangri-La on the north 
edge of the Loop (at State), the 
Trader’s in the Palmer House and 
Don the Beachcomber’s in the Rush 
Street area. 

Jewish food in Chicago is hardly 
exotic, but the really kosher restau- 
rant is fast disappearing. Segal’s at 
Clark and Lake, just four blocks 
from the Mart, follows the dietary 
law strictly and is supposed to be 
the only kosher spot left. 


Entertaining oneself in Chicago de- 
pends on all kinds of things. How- 
ever, at the moment there is plenty 
going on: 

e Ethel Merman is in “Gypsy” at 
the Schubert, based on the memoirs 
of Gypsy Rose Lee. The show goes 
on at 8:30 every night. 

e “Show Boat” with Lisa Kirk at 
the Melody Top Musical Theatre, a 
summer theatre straight out Con- 
gress Street Expressway. 


e “The Curious Savage” with 


Theatre in Evergreen Park. 

e@ Others such, too numerous to 
mention, but happily are listed any- 
way by the Chicago Tribune every 
Monday. The listings are long and 
include all sports, art shows, exposi- 
tions, and the circus, in town at 
International Amphitheatre. 


Getting around town is simple on an 
expense account. You merely grab 
a cab and tell the man where you 
want to go. He then pulls the flag 
on the meter, which costs you 35 
cents, and then it goes up a dime 
every two-fifths of a mile. There is 
a 20-cent extra charge for each ad- 
ditional passenger, and the driver 
has to punch a little button to reg- 
ister these. 


Public transportation costs two bits 
for anywhere the trains or buses 
run. The elevated train that runs 
by the Merchandise Mart is the 
Ravenswood line, and ties to the 
subway system only by transferring 
in the Loop (that is, getting off and 
going down to street level and then 
down to the subway, clutching your 
little transfer) or by taking a train 
north to Fullerton and then trans- 


a platform) to a northbound “sub- 


‘ way” which at this point runs on 


elevated tracks. Rapid Transit—the 
subway and the “E]’’—is the quickest 
way around Chicago. Subways run 
north and south and northwest and 
southwest (the Dearborn Street 
subway). And Els run west, to a 
different part of the northwest and 
all over the South Side. 


Buses run on numbered routes and 
even natives have problems. Best 
bet: Wait and ask the driver of the 
first bus that comes along. 

This year, the bus situation should 
be better, for the two Marts at last 
are cooperating on a shuttle system 
between the two buildings and to 
Loop hotels. 


Exhibiting Elsewhere 
AT THE FURNITURE MART 


Arvin Industries 501 
Atlanta Stove Works 1649 
Brown Stove Works 549A 
Hardwick Stove 1530 


IN PUBLIC SHOWROOMS 
Hotpoint 68 W. Adams in the Loop 
Zenith Michigan and Lake St. 
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ANNOUNCING THE 1962 ADMIRAL MASTERPIECE COLLECTION 


Now Admiral’s SP23 Life-Tested chassis... 


the new standard of precision quality in television... 


1S fashioned in America’s finest furniture! 
Peak performance! Unmatched reliability! 


The Admiral Masterpiece Collection— Never before such 
TV performance and reliability in such an inspiring selection 
of fine furniture! And at value prices that make it easier than 
ever for your customers to own the authentic decorator cabi- 
netry they always wanted! 

Latest triumph of Admiral engineering, the 23,000 volt 
SP23 transformer-powered horizontal chassis reflects Admiral 
quality leadership in 23’* TV. Circuitry is held to a degree 
of precision so exacting—two and one-half thousandths of an 
inch and finer—that ordinary TV production methods were 
made obsolete. For example, so-called handcrafted wiring and 





Genuine veneers and hardwoods! And at value prices! 


soldering procedures had to give way to the unvarying pre- 
cision of highly advanced new machinery. Components, 
etched circuits, assembly techniques; all are rigidly tested 
and controlled. And the SP23 is the only chassis in the industry 
that is Life-Tested by 5 separate heat runs! 

This is Admiral Quality—quality that brings you such 
exclusive features as Automatic Contrast Picture Restoration, 
a new miracle Compactron* tube in Admiral’s famous Picture 
Guard Circuit, plus many others. Quality that comes to you 
now in brilliant new cabinetry designs and finishes to match 
every decor, to meet every customer preference! 








The Carlyle—Modei L361. Beautiful Danish Modern 
Lo-Boy in genuine walnut veneers and hardwood 
solids. New Automatic Picture Contrast Restoration 
provides sharper blacks, truer whites. Safety glass is 
sealed directly on to faceplate. 


The Salem—Model L389. Ultra-slim Early American 
Lo-Boy master-crafted in genuine cherrywood ve- 
neers and hardwood solids. Exclusive Automatic 
Electron Focus Control assures lasting edge-to-edge 
picture sharpness. New long-range turret tuner. 


The Newport—Mode!l L391. Contemporary Lo-Boy 
in genuine walnut veneers and hardwood solids. 
Caster legs. 23,000 volts of picture power. Illuminated 
channel indicator. Push-pull on/off control. Full 
range bass/treble control. 7” x 5” Alnico speaker. 


t All Admiral FM/AM Stereo Theatres are especially designed to provide for new FM / Stereo Multiplex reception. 


* 2° OVERALL DIAGONAL 


22 SOQ. IN. VIEWABLE AREA 








wait, MARK OF QUALITY THROUGHOUT THE WORLD 
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The Westfield—Super Son-R Series LS350. Con- 
temporary Lo-Boy in walnut, mahogany or blonde 
oak veneers and solids. Only wireless Super Son-R® 
turns TV on, changes channels, adjusts volume— 
and turns TV completely off! No tubes left burning! 






















The Brittany—Stereophonic Theatre, Model STF389. A compiete Admiral 
quality home entertainment instrument-—-23” TV, 4-speaker stereo phono, 
FM/AM radio with provision for new FM/Stereo Multiplex reception. French 


Provincial cabinet in cherrywood veneers and solids. 























The world's finest furniture ! Master-crafted 
in select hand-rubbed cherrywood veneers— 
styled for the most discriminating! Sliding 
panels cover TV when not in use. 





The Cavalier—Stereophonic Theatre, Model 
STF371. Masterpiece Danish Modern styling in wal- 
nut veneers and solids. 23” TV, stereo hi-fi phono 
with level indicator, FM/AMt radio. Record storage 
space. Sliding panels cover TV when not in use. 


ADMIRAL 
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Precision quality components! Left: 
Admiral automatic phono with exclusive new 
precision level indicator. Right: Stereo con- 
trol center; lighted FM/AM slide-rule dial. 
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ge The Wellington—Super Son-R Model LS361. Grace- 


ful Danish Modern cabinetry in genuine walnut 
veneers and hardwood solids. Full 4-function Super 
Son-R remote control does everything! No buttons 
to push, no knobs to turn at the set ever! 





(S | 


Y The Tuscany—Super Son-R Model LS371. Exquisite 


Italian Provincial Lo-Boy in walnut veneers and solids. 
Exclusive 4-function wireless Super Son-R turns TV 
completely off, yet magic control center in TV stays 
on constant alert for next Son-R signal! 





The Prescott—Stereophonic Theatre, Model 
STF341. Beautiful Contemporary cabinetry in walnut 
veneers and solids. Striking compact design; has 23” 
TV, 4-speaker stereo phono, record storage space, 
drift-free FMt tuner with AFC plus AM reception. 


The Windsor—Stereophonic Theatre, Model 
STF361. Graceful Danish Modern styling in genuine 
walnut veneers and solids. 23” TV, quality 4-speaker 
stereo phono, drift-free FMt radio with AFC plus 
long-range AM. Powerful multi-channel amplifiers. 
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ANNOUNCING THE 1962 ADMIRAL IMPERIAL TELEVISION SERIES 


Greatest quality-value line of 23° TV ever! 
All-new for’62! Handsome new styling! 
Super-dependable SP23 Life-Tested chassis! 
Plus exclusive new Admiral features for 
easier, more profitable selling! 


The Admiral Imperial Series—First and finest in 23”* 
TV, Admiral now gives you all its famous features—all its 
plus-performance and dependability—in a smartly-styled 
line that offers the greatest quality “‘buys’’ on the market 
today! You get more to show, more to sell! 

Powered by the brilliant new SP23 horizontal chassis, 
Admiral Imperial TV gives you important exclusive selling 
features. Automatic Picture Contrast Restoration provides 
sharper blacks, truer whites, dramatic new picture depth 
and dimension! First in any TV, a revolutionary new 
Compactron* tube in Admiral’s famous Picture Guard Cir- 











cuit delivers peak fringe-area reception and picture stability 
New ‘Cool Coil’? power transformer protects tubes from 
damaging power surges. Especially designed Automatic 
Electron Focus Control maintains full-screen picture clarity 
..assures lasting edge-to-edge picture sharpness. And only 
Admiral Life-Tests every TV chassis; the SP23 is put through 
5 separate heat runs to assure peak reliability and fewer 
service calls even under heaviest home viewing demands! 
Here again is Admiral Quality—quality that can be seen, 
quality that can be demonstrated, quality that means more 
sales and profits for Admiral dealers everywhere! 





The Linden—TG310 Series. Ultra-slim 1962 Admiral 
23” table model in charcoal, mahogany or blonde oak 
grained finish on metal. Sound out front. Top-front 
tuning with push/pull on-off control. Tinted optic 
filter. Matching swivel base, optional extra. 


All Admiral FM/AM Stereo Theatres are especially designed to provide for new FM / Stereo Multiplex reception. 


The Hadley—LG320 Series. Beautiful Contemporary 
Lo-Boy in walnut, mahogany or blonde oak grained 
finish on hardboard. New Super-Contrast Control 
circuit increases picture detail up to 38%. High-gain 
3-stage I-F amplifier has greater reserve sensitivity 


The Winfield—Modei C329. Early American Lo-Boy 
in cherrywood grained finish on metal. Also available 
in Contemporary cabinetry as The Ashley, in walnut 
(C321) or mahogany (C322) grained finish on metal. 
Bonded picture tube. 23,000 volts of picture power. 
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The Bennington—Stereophonic Theatre Model ST F339. Rich Provincial Lo-Boy in cherrywood 
grained finish on hardboard. Includes provision for new FM/Stereo Multiplex reception. 





Precision quality components! 
Famous Admiral 4-speed automatic 
phono, stereo audio control center and 
FM/AM slide-rule tuning dial are con- 
cealed under a convenient counter- 
balanced lift lid. 


Four-speaker Admiral “Phantom 3rd 
Channel" stereo sound system lets you 
hear as an orchestra leader hears— 
music reaches you not only from the 
left and right but also from the center. 





— 





Admiral's full range of professional 
stereo and FM/AM controls include 


; The Lorraine—Model L359. New Admiral Provincial 
separate balance control, separate 


The Westleigh—Stereophonic Theatre STF320 


Lo-Boy in cherrywood grained finish on hardboard. wees and onl able control. FM/AM Series. Handsome new Contemporary Lo-Boy in wal- 
Bs Gated Automatic Gain Control provides consistent tuning with AFC and FM Multiplex. All nut, mahogany or blonde oak grained finish on hard- 
tf picture intensity when changing channels...compen- this with famous Admiral quality 23” board. Also available in ST310 Series without 
D) sates for varying signal strengths. Two 6” speakers. TV in beautiful ultra-slim cabinetry! FM AM radio and provision for FM/Stereo reception. 





Hi 
The Glenmore—L340 Series. Beautiful new swivel- The Clifton—C330 Series. Graceful Contemporary The Cromwell—New Contemporary Lo-Boy in wal- 
: base Contemporary Lo-Boy in walnut, mahogany or 23” TV console in walnut, mahogany or blonde oak nut (L351) or mahogany (L352) grained finish on hard- 
blonde oak grained finish on hardboard. Automatic grained finish on hardboard. Safety glass is sealed board. Admiral quality Long-Range Turret Tuner has 
Circuit Breaker protects components from damaging directly on to faceplate. Illuminated channel indicator. 104 golden contact points to insure peak depend- 
i overloads. No need for fuses—fewer service calls! Full-fidelity Alnico V quality speaker. ability. Aluminized 92° tube has bonded safety glass. 
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Celebrating Admiral’s eighth 
year of growth in Color TV... 
22 models in all. New color 
realism...new picture clarity 
in TV’s most distinctive cabinetry! 


Admiral celebrates its eighth year in color television—introduces an 
exciting new standard of quality, performance and beauty in a brilliant 
new line of Color TV for 1962! 

Now color pictures are sharper and up to 50% brighter with the 
world’s finest big-screen 21’t aluminized tube. Advanced microscopic 
screen phosphors with new color efficiencies bring you a breathtaking 
new dimension in video realism. Just two fingertip precision controls 
give you natural, true-to-life color. And with Admiral’s pre-set fine 
tuning, both color and black-and-white pictures come in sharp and 
clear even when changing channels. All this plus new long-life design 
in a dramatic new Admiral Masterpiece Collection of authentic decora- 
tor cabinetry for 1962. Never before has Color TV 
looked as well, performed as well, been so saleable! 

Amazing new 7-function Wireless Remote Control 
is available with Admiral Color Television for 1962. 











/ to)" OVERALL DIAGONAL, 260 SQ. IN. VIEWABLE AREA 














The Chateau—Model L7179. Beautiful French Provincial Lo-Boy 
cabinetry in genuine hand-rubbed cherrywood veneers and hardwood solids. 
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“Well, if the de-humidifier is cheaper than the humidifier 
I’ll take that instead.” 
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l “It’s Mr. Nevin; that electric eye door is stuck and his | i lit 
i wife can’t get out of the garage. He says can we send 
, somebody out there sometime this week?” 
4 “It’s just me, Ben. Getting a little tan.” 
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They’d better if you advertise in 
the “Chicago Tribune.” Because 
these do’s and don’ts are straight 
out of just-out revised edition of 
the “Tribune’s Advertising Accepta- 
bility Guide.” 

And even if you don’t operate in 
the Chicago market, it'll pay you 
to check these specs. They’re rep- 
resentative of a growing get-tough- 
on-advertising trend on the part of 
newspapers—a trend sparked along 
by big-stick Paul Rand Dixon, new 
chairman of the Federal Trade Com- 
mission. 

Here’s a sampling of the Trib’s 
rules on points which are sure to 
crop up in your ads: 


You may not use tonnage figures to 


get across cooling ratings or ca- 
pacity of air conditioners. You must 
advertise only in terms of Btu’s. 
You may not use bait advertising, 
which is defined as ‘“‘an alluring but 
insincere offer to sell a product or 
service which the advertiser actually 
does not intend or want to sell.” And, 
getting more specific about bait ads: 
You may not use a statement or 
illustration which creates a false im- 
pression of the grade, quality, make, 
value, currency of mode!, size, color, 
usability, or origin of the product 
or service offered, or which may oth- 
erwise misrepresent the product in 
such a manner that later, on dis- 
closure of the true facts, the pur- 
chaser may be switched from the ad- 
vertised product to another. 


Can Your Ads Meet These Specifications? 


You may not do anything to discour- 
age the purchase of the advertised 
merchandise in a scheme to sell other 
merchandise. For instance: 

You may not refuse to show, dem- 
onstrate, or sell the product offered 
in accordance with the terms offered. 

You may not disparage by acts or 
words the advertised product, guar- 
antee, credit terms, availability of 
service, repairs or parts. 

You must have available at all out- 
lets listed in your ad a sufficient 
quantity of the advertised product to 
meet reasonably anticipated de- 
mands. One exception: When your 
ad clearly and adequately discloses 
that supply is limited and/or the 
merchandise is available only at des- 
ignated outlets. 
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am/tm hi-fi 
> self-contained 
stereo consoles 


with exclusive Delmonico 
remote stereo balance control 


Your customer experiences 
true stereo by adjusting re 
mote contro! from left to 


One demonstration on your 
floor and customer is sold 


FROM 


MODEL ILLUSTRATED 
DELMONICO MODEL +2020 


Self Contained Stereo. AM/FM Radio. 11 Tubes plus rectifier. 4-Speed 
Automatic Changer equipped with jack for remote balance control 







LIST 


Record storage space. 6 Speakers: 2—4’, 2—5’, 2642". Mahogany 


or Walnut. Size: 3842" W, 2742" H, 15” D. 


7 2 








DELMONICO DELMONICO DELMONICO DELMONICO DELMONICO 
MODEL PTV8 MODEL PTVIS MODEL 1025 MODEL 2050 MODEL CTV 231 
8” all 19” 4 Speaker 6 Speaker AM/FM 3 Way 23” Television 
transistor Portable AM/FM Self Contained Self Contained 6 Speaker Self Contained 
Portable TV TV Stereo Console Stereo Console Stereo—AM/FM Radio- 


Phono Combination 


See the Complete Delmonico Line at the Home Furnishings Show, 


June 18-24, Rooms 201, 202, 203, 204, Ramada Hotel, Chicago, Illinois 


YOUR PROFIT | LINE FOR 


Delmonico( 5) International 


DIVISION OF THOMPSON STARRETT CO., INC. 
120-20 Roosevelt Avenue, Corona, L. I. * TWining 9-5959 
West Coast Branch: 5015 Hampton Street, Vernon, Los Angeles, California—LUdlow 3-3301 





You may not refuse to take orders 


for the advertised merchandise to 
be delivered within a_ reasonable 
period of time. 

You may not show or demonstrate 
a product which is defective, unus- 
able or impractical for the purpose 
represented or implied in your ad. 

You may not use a sales plan or 
other method of compensation for 
salesmen that is designed to prevent 
or discourage them from selling the 
advertised product. 


You may not make a switch after sale 
of an advertised product. For in- 
stance: 

You may not accept a deposit for 
the advertised product, then switch 
to a higher-priced product. 

You may not use savings claims 
or comparative prices in any forms 
which are not positively provable, or 
which are based on inflated prices, 
or fictitious list prices, or which are 
misleading in any respect. For in- 
stance: 


You must, if you use the words “reg- 
ularly” or ‘‘regular price,” mean the 
regular prevailing price in your store 
from which an article was reduced 
and to which it will revert. So, if you 
make a special purchase and haven’t 
yet offered the merchandise for sale, 
you can’t describe it as having a 
“former” or “regular” price. 

You may minimize the danger of 
misrepresenting comparative prices 
on special purchases by confining 
comparisons to your own store by 
using such terms as “our usual 
price,” “similar merchandise has sold 
in our store at $...,” “last price at 
which this (or similar) merchandise 
was sold in our store was $...” 

You may use the words “‘original- 
ly” or “original price” to identify 
the most recent higher price at which 
an article was offered to the public. 


You may not, under any conditions, 
use the following expressions: “Sell- 
ing elsewhere,” “price in other 
stores,” ‘“‘instead of,” “should be,” 
“should sell for,” “‘made to sell for,”’ 
or similar predictions. 

You may not use any form of price 
prediction. 

You may not use general under- 
selling or lowest price claims, as, 
“never undersold,” “lowest prices.” 

You may not use “up to” without 
using minimum and maximum com- 
parative prices. 

You may not use statements which 
refer unfairly to merchandise, qual- 
ity, price, service, advertising, policy 
or business methods of competitors. 

You may not use terms such as 
“credit available,” or “easy credit,” 
if you can’t make credit available. 
Purchases turned over to a finance 
company must be called “financing,” 
not credit. 

You must say so if your prices 
don’t include delivery service. 

You may not use the word “free,” 
or any word of similar import unless 
it’s describing an article of mer- 
chandise or service that is an un- 
conditional gift. 


You may make reference to a guar- 
antee or warranty as long as it is 
specific and indicates a time limita- 
tion. But you must name guarantor. 

You may not use a list price or a 
manufacturer’s suggested retail price 
as a comparative unless it is the 
bona fide retail price of an article 
in the Chicago trading area. 

You must use net capacity figures 
when quoting storage capacity of 
refrigerators and freezers. 
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-TEYOURE INTERESTED 
IN MAKING MONEY 


READ THIS: 





General Electric Announces Tremendous Deal on 
Heating Pads and Vaporizers 


Here's your deal on Heating Pads 


ORDER 6—Get One P16 Heating Pad 
at No Charge. Your Gross Margin is 


43.2 /. 








QUANTITY RETAIL VALUE DEALER COST 
Two P25 $11.90* $7.74 
One P17 7.95* 5.17 
Two P18 17.90* 11.64 
One P19 9.95* 6.47 
One P16 6.95* No Charge 


(No Charge) 











Total Retail Value $54.65° Suggested Dealer Cost $31.02 








BUY ANY 11 Heating Pads of one 
model—and receive a like model at 
no charge. Your Gross Margin is 


40.47. 


Here’s your deal on Vaporizers 


BUY ANY 11 Vaporizers of one medel 


and receive a like model at no charge 





QUANTITY MODEL RETAIL VALUE DEALER COST 
remnoe P25 $71.40* $42.57 
11 peas P16 83.40* 49.72 
ee) ae 95.40* 56.87 
en 107.40* 64.02 
is free! P19 119.40* 71.17 
P212 | 155.40* 92.62 

















or order any assorted 11 Heating Pads 
and receive one P25 at no charge 








QUANTITY MODEL RETAIL VALUE DEALER COST 
You order 
11 Vaporizers V4 $95.40* $56.87 
and get 12 " 
The 12th V2 119.40 71.17 
Vaporizer V3 155.40* 92.62 
is free! 

















or order any assorted 11 Vaporizers 
and receive one V4 at no charge 





*Manufacturer's Suggested Retail Prices. 


Order now! Save Money. . . Make Extra Money 
on General Electric Heating Pads and Vaporizers 


General Electric Company, Automatic Blanket and Fan Department, Bridgeport 2, Conn. 


Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 


EVERY HOME NEEDS 
A HEATING PAD 


f? 
Sf ra Boal 
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P212 $12.95* 


EVERY HOME NEEDS 
A VAPORIZER 


V3 
$12.95* | 
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P16 
$6.95* 


YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEW! it’s counter high, looks 
built-in, fits almost anywhere! 


ALL-NEW 





NEW! Its giant 27” cylinder 
gives full 10- Ib. capacity. 








NEW! Simple operation. . . just 
push one button to set wash- 
ing and drying! 





NEW! 525 R.P.M. high-speed 
spin to remove more moisture 
for faster drying! 



































NEW! Spins liquid or powder 
detergent into wash water 
automatically. 


AVAILABLE IN 
GAS OR ELECTRIC 
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who hate washdays and for dealers who want to 
sell more and make more...it’s the incomparable 

RCA WHIRLPOOL ULTIMATIC, the washer that also dries 

customers. It has the features modern homemakers 
i want...it has all the advantages of a full-size wash- 
; er, plus all the advantages of a full-size dryer in one 
H compact unit that is 29” wide, 25” deep and count- 
‘ er height...no larger than a full-capacity washer. 
i The Ultimatic has such famous washing features 
i as Filter-Stream* action for getting clothes sparkling 
1) R FS it adds detergent and bleach automatically. In the 
: drying cycle, exclusive Modulated-Heat* control 

dries softer, fluffier and shuts off at “dry enough”. 


_— WHIRLPOOL ULTIMATIC... 
clothes! Here is a product you can sell with con- 
clean, push-button selection of the correct cycle for 

( LOT ii ES But, you must see it to realize the profit possibilities. 
- 






It’s the most exciting 

product Whirlpool has 

ever announced... it’s 

Our answer for women 
fidence...one that you can recommend to your 
any washable fabric including wash ’n wears, and 
Phone your RCA WHIRLPOOL distributor. 


*Tmk. 






<<>> 
wr hinlscot CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers o Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 










Use of trademarks @&@ and RCA authorized by trademark owner Radio Corporation of America 


Join up!... it's easier to sell RCA WHIRLPOOL than sell against it! 
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Where To Get 
SBA Help 


CONTINUED FROM PAGE 8 
Montpelier, Vt.: 79 Main St., Gordon 
W. Morris, In Charge. 

Providence, R. I.: Room 310, Smith 
Bidg., 57 Eddy St., Anthony S. 
Stasio, In Charge. 

NEW YORK 4, N. Y.: 42 Broadway, 
Arthur E. Long, Regional Director. 
Hartford, Conn.: 44 Gillett St., Wil- 
liam O. Van Blarcom, Branch Mgr. 
Syracuse, N. Y.: Chimes Bldg., 500 S. 
Salina St., Norbert J. Finkler, 
Branch Manager. 

PHILADELPHIA, PA.: Jefferson Bldg., 
1015 Chestnut St., William H. Har- 
man, Regional Director. 

Pittsburgh 22, Pa.: Fulton Bldg., 107 


6th St., Ferdinand A. Thomassy, 
Branch Manager. 

RICHMOND 20, VA.: 900 N. Lom- 
bardy St., Clarence P. Moore, Re- 
giona! Director. 

Baltimore 2, Md.: 611 Calvert Bldg., 
Fayette & St. Paul Sts., Meredith 
R. Hoffmaster, Branch Manager. 
Charlotte, N. C.: 1116 Independence 
Blidg., 102 W. Trade St., Robert B. 
Homing, Branch Manager. 
Clarksburg, W. Va.: Old Post Bldg., 
227 W. Pike St., Delbert E. Wil- 
liams, Branch Manager. 

Columbia, S. C.: Room 109, Universal 
Bidg., 1745 Sumter St., Howard M. 
McKenzie, Branch Manager. 
Washington, D. C.: Room 577A, La- 
fayette Bldg., 811 Vermont Ave., 
N.W., Arthur H. Doll, Branch Mgr. 
ATLANTA 3, GA.: 90 Fairlie St., N.W.., 
James F. Hollingsworth, Regional 
Director. 


Birmingham, Ala.: Room 206, Ex- 
change Bldg., 2109 Fifth Ave., N., 
Fred H. Foy, Branch Manager. 
Jackson, Miss.: 511 E. Yazoo St., 
George A. Field, Branch Manager. 
Knoxville, Tenn.: 417 Fidelity Bank- 
ers Trust Co. Bldg., 502 S. Gay St., 
Roger Larson, In Charge. 

Miami 32, Fla.: 301 Huntington Bldg., 
168 Southeast First St., James D. 
Carpenter, Branch Manager. 
Nashville 3, Tenn.: Sudekum Bldg., 
Suite 410, 6th Ave. & Church St., 
Curry K. White, Branch Manager. 
Santurce, Puerto Rico: P. O. Box 9442, 
1964 Ponce de Leon Ave., Antonio 
Yordan, Branch Manager. 
CLEVELAND 13, OHIO: Standard Bldg,. 
1370 Ontario St., James G. Garwick, 
Regional Director. 

Louisville 2, Ky.: 1900 Commonwealth 
Bldg., Forrth and Broadway, Rich- 
ard B. Blankenship, Branch Mer. 





new! switch all-in-one to 


ALL 





all through the house! 


WHAT A DEMO 


Stop traffic, start sales, win a full 
house of profits, with Olympic’s 
“All - At-Once” StereoCenters! 
Easy as 1-2-3, you now switch on 
three features at once . . . from 
these built-in controls to your own 
remote speaker set-ups. You 
switch phono and radio from 
speaker to speaker! You switch 
sales and profits from ordinary 
comibinations to these wonderful 
“All-At-Once” Olympics . . . add- 
ing room after room of the most 
completely desirable home enter- 
tainment ever offered .. . a new 
practical, economical, profitable, 
exclusive Houseful of Fun! 


*diagonal measure 


only from 








Hi-Fi PHONO 


plays in one room... 


IT sose 
a acne 











Hi-Fi RADIO 


plays in any other room and... 











NEVER 
BEFORE... 


all three playing 

at the same time... 

in three different rooms 
from one StereoCenter! 


Vy. 
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23” HI-FI TV" 


plays in the new 
62 StereoCenter 














Mode! 3K535 





3K536 3K537 


IN COMBINATIONS e 


pic. 


WORLD'S LEADER 


All-in-One, “All-At-Once”” Olympic StereoCenter features 
23” TV*, Stereo Phono, Monaural Phono, AM Radio, FM Radio, 
FM Stereo Radio, AM/FM Simulcast Radio 
















3K538 


SEE THEM ALL 

AT THE NEW 
BELMONT-PLAZA ROOM, 
CONGRESS HOTEL, 
CHICAGO, JUNE 18-22 


DIVISION OF THE SIEGLER CORPORATION 





OLYMPIC FM 


“STEREOPLEX” 

, | New full-sound FM Stereo 
now built into all Olympic 
AM/PM StereoCenters and 
Hi-Fi Consoles. 











HAND-WIRED 
CHASSIS 


Trouble-free! Power 
transformer, three IF 
stages, Keyed AGC. 





DELUXE OLYMPIC 
BSR CHANGER 


Precision crafted 
automatic 4-speed 
stereo changer with 
jamproof reliability. 


PERFORMANCE 
PROVEN! 





Dependable quality 
and fidelity add en- 
during values for 
dealers, customers. 














ADVERTISED IN LIFE + LOOK - 
Olympic Radio & Television - 


POST + HOUSE BEAUTIFUL - 
Olympic Building - 


HOUSE & GARDEN ~ LIVING - 
Long Isitand City 1, N.Y 


GOOD HOUSEKEEPING + 


EBONY « 
+ World's Leader in Combinations - 


N.Y. TIMES MAGAZINE + ‘THIS WEEK’ SUPPLEMENT 
TV + Stereo Hi-Fi + Radios + Phonographs 
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CHICAGO 3, ILL.: Room 430, Bankers 
Bidg., 105 W. Adams St., William 
H. Kelley, Regional Director. 

Des Moines, lowa: Paramount Bldg., 
507 W. Grand Ave., Kenneth B. 
Fairall, Branch Manager. 
Indianapolis 4, Ind.: Room 721, Farm 


Bureau Insurance Bldg., 130 E. 
Washington St., Earl W. Merry, 
Branch Manager. 

Madison, Wis.: Commercial State 


Bank Building, 114 N. Carroll St., 
Robert W. Davis, Branch Manager. 
MINNEAPOLIS 2, MINN.: Lewis Bldg., 
603 Second Avenue S., Robert C. 
Alm, Regional Director. 

Fargo, N. D.: American Life Bldg., 
Room 300, 207 N. Fifth St., Paul W. 
Olander, Branch Manager. 

Sioux Falls, S. D.: Leaders Bldg., 
10914 N. Main Ave., Edwin Jenison, 
Branch Manager. 

KANSAS CITY 6, MO.: Home Savings 
Bldg., 1006 Grand Ave., C. I. Moyer, 
Regional Director. 

Omaha 2, Neb.: Room 7425, Federal 
Bldg., 215 N. 17th St., Lyle S. Mac- 
kenzie, Branch Manager. 

St. Louis 1, Mo.: Room 318, U. S. Cus- 
toms House, 815 Olive St., Mrs. Ruby, 
Koeling, Branch Manager. 

Wichita, Kans.: 215 Board of Trade 
Bldg., 120 S. Market St., Vernon F. 
Coss, Branch Manager. 

DALLAS 2, TEX.: Fidelity Bldg., 1000 
Main St., Chris Ferguson, Regional 
Director. 

Houston 2, Tex.: Veterans Adminis- 
tration Bldg., 1424 Hadley St., 
Henry A. Schumacher, Branch Mgr. 
Little Rock, Ark.: 620 Rector Bldg., 
405 W. 3rd St., William F. Struby, 
Branch Manager. 

Lubbock, Tex.: Room 212, Veterans 
Administration Bldg., 1616 19th St., 
Jack Teddie, Acting Branch Mgr. 
New Orleans 12, La.: Room 303, Fed- 
eral Office Bldg., 610 South St., 
Justin Green, Branch Manager. 
Oklahoma City 2, Okla.: 312 Bankers 
Service Life Bldg., 114 N. Broad- 
way, Owen C. Jones, Branch Mgr. 
San Antonio, Tex.: 412 Kallison Bldg., 
434 S. Main Ave., W. E. Woodman, 
Branch Manager. 
DENVER 2, COLO.: Railway Exchange 
Bldg., 909 17th St., Harold R. Smet- 
hills, Regional Director. 
Albuquerque, N. M.: U. S. Court 
House Bldg., Rm. 102, 5th & Gold 
Ave., S.W., Raymond A. Melton, 
Branch Manager. 

Salt Lake City, Utah.: 412 Kearns 
Blidg., 136 S. Main St., Ross S. Ty- 
son, Branch Manager. 

SAN FRANCISCO 5, CALIF.: 525 Mar- 
ket St., Edward L. Turkington, Re- 
gional Director. 

Honolulu, Hawaii: Finance Factors 
Bldg., 195 S. King St., Leonard K. 
Fong, Branch Manager. 

SEATTLE 4, WASH.: Smith Tower, 
Room 1206, 506 Second Ave., Neal E. 
Tourtellotte, Regional Director. 
Anchorage, Alaska: Room 206, 620 
C Street, P. O. Box 1253, Edward T. 
Brehm, Branch Manager. 

Boise, Idaho: 214 Sonna Bldg., 910 
Main St., P. O. Box 933, Clyde D. 
Brown, Branch Manager. 

Helena, Mont.: Room 412, Power 
Block, Corner Main & 6th Ave., 
William T. Beaumont, Branch Mer. 
Portland 4, Ore.: 600 Lincoln Bldg.. 
208 S. W. Fifth St., John G. Bar- 
nett, Branch Manager. 

LOS ANGELES 13, CALIF.: Ohrbach 
Bldg., 312 W. 5th St., Donald E. 
MeLarnan, Regional Director. 
Phoenix, Ariz.: Central Towers Bldg., 
2727 N. Central Ave., Thomas C. 
Kane, Branch Manager. 

DETROIT 26, MICH.: 232 W. Grand 
River Ave., Donald J. Failor, Acting 
Regional Director. 



















EENITH PRESENTS 
THE ALL:NEW [962 
LEADERSHIP LINE 


| Again Zenith leads with the greatest 
product developments in the industry! 
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@ STRONGEST TV LINE IN ZENITH HISTORY 
@ COMPLETELY NEW LINE OF STEREO 


@ REVOLUTIONARY NEW DEVELOPMENTS IN RADIO 


PLUS 
POWERFUL NEW MERCHANDISING PROGRAMS AND 
{ THE GREATEST DEALER PROFIT-SHARING PLAN EVER! 


: Here's a sample of what you'll see at [ 
| your Zenith Distributor’s 1962 Showings * 
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Asain Zenith packs more selling 
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ENTIRELY NEW CONCEPT IN TV | i 
Clnnouncing the 


NEW DECORATOR CONVERTIBLE 


ALL-NEW CATEGORY IN TV OPENS UP BRAND 
NEW MULTIPLE-SET SALES OPPORTUNITIES! 













a 


Versatility of a portable! Performance of a table model! With the 
miracle of Dual Speaker Cinesound! Decorator styling blends beau- 
tifully with fine furniture—mixes or matches with any period. Com- 
pact 19-inch* design makes it easy to move from room to room. 
Super-sensitive reception provides the finest picture in TV. Four 
exciting models in a variety of high-fashion colors. A natural for 
the second-set market! 














The smartest styling in all TV—from slim, trim 19-inch portables* to 
elegant new 23-inch table models and consoles.* Handcrafted qual- 
ity throughout. Zenith’s famous Decorator Group features all-new 
fine furniture cabinetry in genuine hardwood veneers and select solids. 
Wide variety of styles and colors. Conveniently-located controls. 


BEST-SELLING ZENITH SPACE COMMAND*! 


Proved best by more than a million users! Original 
and exclusive cordless remote tuning that controls 
TV with “silent sound.” No wires. No cords. No 
transistors. No batteries. Not an extra cost accessory 
—it’s built right in! 











Service Saver Chassis Sunshine” Picture Tube Gold Video Guard Tuner Top Quality Components 
No printed circuits. No production Exclusive High Speed Electron Gun New 16k gold-filled contact points Where others use quality compo- 
shortcuts. Genuine handcrafted puts more detail on the screen to assure a stronger, purer picture for nents only in critical areas, Zenith 
quality every step of the way. give the sharpest picture in TV. the lifetime of the set. uses premium quality throughout! 


POWERFUL NEW RETAIL MERCHANDISING PROGRAMS! 
GREATEST DEALER PROFIT-SHARING PLAN EVER! 


“19” overall diag. meas., 172 sq. in. rect. viewing area; 23” overall diag. meas., 280 sq. in. rect. viewing area 
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GENUINE HARDWOOD VENEERS AND SOLIDS 
IN AUTHENTIC FINE FURNITURE DESIGNS! 


Magnificent all-wood cabinets carefully designed to match the leading trends 
in fine home furnishings—modern, traditional and period. All the elegance 
and fine furniture craftsmanship so important in selling stereo today, com- 
i bined with the world’s finest performance in high fidelity stereo instruments. 
Beauty of fine furniture! Quality of true stereo! An incomparable value! 





w ZENITH-QUALITY STEREO AT A NEW LOW PRICE 

—ATTRACTS -A WHOLE NEW SEGMENT OF THE MARKET! 
Five exquisite models, priced to sell people who have always wanted Zenith- 
quality stereo but thought they couldn’t afford it. Feature new Cobra-matic® 
or ‘‘Stereo Professional’”” Home Record Changer, Zenith-quality high fidelity 
speakers. Especially designed to accommodate new stereo FM radio!** 


**Soon available at extra cost. 


REVOLUTIONARY NEW DEVELOPMENTS IN RADIO 


AMAZING NEW “EXTENDED-RANGE"” SPEAKER 
REVOLUTIONIZES POCKET RADIO TONE QUALITY! 


























Biggest speaker ever put in a pocket radio pours out up 
to 4 times the volume of other radios the same size. More 
clear high notes—more rich low notes—through the use 
of a unique elliptical speaker with offset voice coil. World’s 
finest pocket radios in beauty, power, sensitivity, help 
overcome profitless selling! 





NEW SELL IN A BEST SELLER A ZENITH FIRST! 


—NOW AT A NEW LOW PRICE! “MEMORY TIMER” CLOCK RADIOS THAT CALL 


New flash, new style in the powerful YOU EVERY DAY WITHOUT RESETTING! 


little Zenith shirtpocket transistor that 
gives superb performance—and does it 
on ordinary penlite batteries. Custom 
Zenith quality on the inside, new colors 
and design on the outside to attract 
l volume sales. Now only $26.95t! 


First ‘‘set-and-forget”’ clock radios ever made give 
you a big edge on the clock radio market. All-new 
styling. Amazing new performance. And all the 
Zenith quality features customers want. Brilliant 
new decorator color combinations. 











Don’t miss your Zenith Distributor’s 1962 Showing! 
Again — See Zenith Leadership in Action! 














ZENITH RADIO COR 
yd PORATION, CHICA- 
GO 33, ILLINOIS. IN 


CANADA: ZENITH 

; j RADIO CORPORATION OF CANADA LTD., 

The quality goes jn TORONTO, ONTARIO. The Royalty of tele- 

vision, stereophonic high fidelity instruments, 

before the name goes on fees tee 
a + Manufacturer's suggested retail price. 


Prices and specifications subject to change with- 
out notice. 
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In Freezers... FAMOUS AMANA FREEZERS 


The Amana Free-0’-Frost Freezer—Only Amana has Contact Freezing, 
Ny () up to 2% times faster than ordinary methods, and exclusive Frost 
Magnet that stops frost before it forms. No defrosting ever! 
\ A VA s a The Amana Stor-Mor Freezer—guaranteed to outperform all others! 

The Stor-Mor Door alone holds more than a month of meals. Auto- 
matic inventory control—first package in is the first used. 
= A\V 2 Amana Deluxe Freezer — Contact Freezing keeps all food on or 

directiy below a fast freezing surface. New Amana “Living Design” { 
is a functional blending of styling and features with years-ahead con- 


(s FR 2 Ay F FR venience, efficiency and unsurpassed performance! 


Every Amana Freezer features direct Contact Freezing with freezing 

coils brazed directly to aluminum shelves. This means that each shelf 

P LJ B = ( P is a fast freezing surface. Constant even zero degree temperatures 
maintained throughout to keep food fresher, safer, longer. 

A » ( bes PT pas N ( 2 Every Amana Freezer is backed by a double warranty in writing that 
Ricis protects not only the freezer but even the food stored in it. 

DEEPFREEZE—MADE ONLY BY AMANA—HAS NEVER BEEN BETTER 

Now Higher Than Ever In Quality — Yet Lower Than Ever In Price. 




















Look at just some of the advantages only Deepfreeze Home Freezers 
offer — and at no extra cost: 


® Exclusive zero wall construction that wraps all four walls with 
freezer coils to provide faster, more efficient freezing! 


@ No bigger on the outside — yet 18% more storage space on the 
inside. And without any sacrifice in insulation or wall thickness. 


® Specially treated steel with two-coat baked-on enamel provides 
lasting appearance and user satisfaction! 


© Deepfreeze double warranty in writing that covers not only the 
freezer but even the food stored in it! 





@ Available in three popular sizes. 


, full profit! 





FF-16 ‘ MODEL DF-180 


17.4 cu.ft. holds 609 





Amana /Lifte- TABLE TOP REFRIGERATORS — OPEN 
Mtention “Treth-mded” Dealers: UP A WONDERFUL NEW MARKET. Their combined versatility 
eed ee Pe 
a ee Neale ‘ roan re — and luxury-convenience make them superbly useful everywhere 
... Pre-sold by strong national advertising . . . selling products with -offi os cates ie | 3 
unmatched consumer acceptance . . . you’ll want to know about the - . . summer cottages, "o ee rr re de age a in recreation 
room. Completely Amana in styling, beauty, efficient storage de- 
sign... and loaded with features. 


Amana and Deepfreeze franchise program! 


SEE YOUR NEAREST AMANA DISTRIBUTOR OR WRITE 
AMANA REFRIGERATION, INC. * AMANA 16, 1|OWA 
AMANA REFRIGERATION, INC. *« AMANA 16, IOWA 
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distributor call on me. 


BACKED BY A CENTURY-OLD TRADITION 
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What’s New Abroad: 
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From Hitachi comes this stereo phono- 
radio como, priced at $71.66 in 
Tokyo. Radio is 10-iube, two-band. 
Two 6.3-inch permanent magnet 
speakers are in the wings. The rec- 
ord-player, located ‘i the top of the 
center section of the machine, can be 
lifted out and placed anywhere in 
the room, giving added flexibility to 
the unit. 





From Hitachi is this three-speed 
stereo record player with domestic 
retail price of $13.90. It comes with 
turnover sapphire styli and weighs 
only 4.4 pounds. Turntable is 5.5 
inches in diameter. 


=: — 


Nippon Lisistor Co., Tokyo, came out 
with this two-transistor combination 
cigarette lighter and earphone radio 
(right). It’s powered by a small mer- 
cury battery with life of about 200 
hours. Domestic retail price of the 
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From Germany’s Metz Apparatefa- 
brik, Fuerth, Bavaria, is the Metz 
Baby 150, a fully transistorized, 
pushbutton portable receiver for 
four wave bands. It has both built-in 
and telescoping antenna. The plastic 
and leatherette covered set can be 
connected to the battery of an auto- 
mobile as well as to its five self-con- 
tained 1.5-volt batteries. 





Also Hitachi’s is the “Ada,” a two- 
band radio designed to hook into a 
four-speed record player. The com- 
pany set a domestic retail price of 
$16.20 for the radio and $16.20 for 
the record player. 


Matsushita Electric has introduced 
this electric dishwasher, with hopes 
to market it in the United States. 
It’s designed for a family of four to 
five and washes and rinses four times 
with hot water. The cycle is 47 min- 
utes long. 

With a bow to the Japanese domes- 
tic market, the machine is equipped 
with a center rack for chopsticks 
which also will hold Western eating 
utensils. There are two stainless 
steel racks for plates. Domestic retail 
price is $166.94, but export price for 
the American market has been kept 
a secret. 

Hot water in the 19x20x32-inch 
machine is cleaned by two filters be- 
fore it is circulated out of the dish- 
washer. 

Picture, left, is of a cutaway model. 





device is $7.20. At left, is a similar 
radio made into a cigarette case with 
a domestic retail price of $5.83. The 
radios in both are switched on when 
earphone is plugged in. The company 
has export plans for the units. 








Jack Paar is selling 
[Ploy Vii ite)\ 


Hair Dryers... 
Are you? 


The Jack Paar Show « NBC-TV 
























ER UIED Walp, 
Before you buy... be sure to see... Dominion’s Seal of Quality (Dominion 
DOMINION ELECTRIC CORPORATION * MANSFIELD, OHIO Sry sug 


You can make 


MORE PROFIT on 
Dexter Quick Twin 


AND MORE SALES WITH DEXTER'S “MONEY-BACK” OFFER 


Making a sale is important but what you MAKE on 
the sale is the payoff. That’s why more and more dealers 
are featuring Dexter Quick Twin. It’s unique. Not a 
“look-alike” with “just-like” features and thin-profits. 
No other type can wash so fast . . . or wash really dirty 
clothes so clean-bright without bleaching . . . or cost 
so little over its lifetime. You can sell the Dexter Quick 
Twin at full profit and you can sell it in satisfying 
volume. Ask us to show you! 


See 


DEXTEHR 


Suite 466-68 


CONGRESS HOTEL 





DEXTER 


FAIRFIELD, |OWA 


Four handsome 
Quick Twins and 

12 ‘‘Conventionals’’ 
bracket the market 















ALL NEW 1962 


/PHILCO-s.....:. 
AUTOMATIC WASHER 









Dispenses 
Detergent 
Automatically 





Dispenses 
Fabric Conditioner 


cy | lay Washes Largest Loads Cleanest 
wee \\TKA)|| — -~-gets even 12 Ib. loads cleaner 

oem Uy) 4) = than any other automatic washer 
=m __...saves 10 gallons of water, too! 


Agitates wash water It’s a miracle of washing power! By a new and exclusive principle, the 
| a Philco-Bendix Wonder Wash Agitator harnesses the full power of water 

600 TIMES in motion to create the ‘‘cleaningest” yet the gentlest washing action the 
A MINUT industry has ever known. Even giant 12 lb. loads are washed up to 8% 
3 cleaner than any other automatic washer. And with its Automatic Water 

Saver and 12 lb. capacity, it saves up to 10 gallons of water on some loads. 
Only Philco has the Wonder Wash Agitator . . 
















. it’s patented! 











PLUS: 


© 8 Cycles, 2 Speeds ® Triple-Duty Filter-Dispenser © Patented Ball Point Balance 
© Pushbutton Programming © Automatic Sediment Ejection _- - - 20 more off-balance cut offs 
© 2 Automatic Soak Cycles © Exclusive Cycle-Time Display © Fluorescent Light Control Panel 
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MORE USABLE TUB SPACE MORE CLEANING POWER GOOD BYE OLD-FASHIONED AGITATOR 
No blades to take up room. Clothes move up, The Wonder Wash Agitator moves wash water Gone forever are old-fashioned agitator blades 
down, all around the tub circulate through through clothes 600 times a minute with ten that stifle washing action! No more “slow mo- 
water six times faster to get even 12-Ib. loads times the cleaning power! Gets out deepest dirt. tion” zones that don’t get dirt out. 
8% cleaner. 

















Only Philco has all these Wonder Working Sales Features ! 
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Philco W-226 Automatic Washer 
The Miss America 


Full 12 Lb. Capacity. The deluxe auto- 
matic washer of the industry in wash- 
ing efficiency, reliability and appear- 
ance. Has every worthwhile convenience 
feature of any automatic washer plus 
the exclusive, patented features avail- 
able only in a Wonder-Wash Philco- 
Bendix for 1962. 




















Philco W-224 Automatic Washer 
Full 12 Pound Capacity 


Washing capacity and deluxe features 
combined! 2 Speeds, 4 Cycles, Exclu- 
sive One-Knob “Cycle Selector.” Pat- 
ented Wonder Wash Agitator, plus 
other Wonder features, offer cleaning 
efficiency and capacity available only 
in a Philco! It’s the “profit-maker”’ of 
the laundry field! 
































Philco W-222 Automatic Washer 
Full 12 Pound Capacity 


Even in this economy model Philco- 
Bendix offers 12 pound washing capac- 
ity, four cycles with exclusive One-Knob 
“Cycle Selector,’’ Automatic Water 
Saver, Patented Ball Point Balance and 
exclusive new Wonder Wash Agitator 
cleaning action! Also available as model 
W-222A with 2 speeds. 
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~ ALL NEW 1962 
QUICK’N QUIET PHILCO: Bee met 
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4 It’s the fastest dryer! It’s the quietest sive Philco Automatic Dry System and 
) dryer! And now, for 1962, it’s first in ca- Moisture Measure—the feature that lets 
: pacity, too. Handles a full 12 lb. load of you choose the dryness you prefer! It’s the 
i clothes to match the Philco “Wonder” biggest news in Dryers today .. . the new 
i Washer. And so safe and fool proof it dries 1962 Miss America Philco-Bendix Wonder 
any load without sorting! Plus the exclu- Dryer! 

ay 
) \ 
BIG EXCLUSIVE STAGGERED 
; PHILCO FULL DRUM AIRFLOW CRISS CROSS TUMBLING BAFFLE SYSTEM 
f D-626 Sweeps through entire area Unfolds each piece as it tum- Four staggered angled baffles 
f of drum. Penetrates largest bles with full exposure to air. give clothes longer drop. More 
t loads fully and evenly. Prevents bunching. room for big loads. 

























YOUR LAUNDRY SALES PICTURE 


. a» SEE NEXT PAGE 
1S ONLY 2/3 COMP LETE FOR WONDER 


WORKER NO. 3 


LCO 


Famous for Quality the World Over 
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At, yf Now... from the Originators of 
wos % \\ the Washer-Dryer Combination 

Comes the 1962 


HI-SPEED 
DUOMATIC. 


WASHER-DRYER 
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most PROFITABLE 


most PROVEN-IN-THE-HOME 


+ TROUBLE FREE 
eae dryer combination 
you can sell today 




















As the washer-dryer market grows, it becomes clearer than 
ever that the one combination that has passed beyond the ex- 
perimental stage, the one combination that has been tested 


Pp bey ! LC O and proved in thousands of homes, the one combination that 
continues to command the lion’s share of the market, the one 
Bendix parecer sles that is safest for the public to buy and most 


profitable for the dealer to sell is the Philco-Bendix DUOMATIC 
washer-dryer, the acknowledged leader of the combination field. 























FASTEST WAY to Features Proved by Experience! 


wash and dry, bar none! 


Washes better than a washer © Exclusive Baffle Design prevents tangling © Exclusive Automatic Soak Cycle 
.. outfeatures any dryer © Exclusive Triple Rinsing and sediment ejection e Exclusive 560 RPM Water Extraction Spin 
aa outperforms every © Exclusive Full Drum Airflow . . . gentle low heat © Exclusive Rhythm Spin for free tumbling 
other combination © Exclusive Moisture Measure dials the dryness you want © Bleach and Rinse Dispensers . . . Water Saver . . . Lint Trap 











PHILCO- Gen~ar~ for 1962... 
most feature-filled, most profitable 

threesome in the home laundry industry 
.. SEE EM! SELL ’EM! 


PHILCO 


== “Famous for Quality the World Over 


ELECTRICAL MERCHANDISING WEEK 


a 


ewan crs 





em weex's 1|V Box Score 
Of 1962 Lines 


ZENITH 

The new line totals 42 basic re- 
ceivers including one TV-phono 
and four TV-phono-radio console 
combos. Black-and-white televi- 
sion set prices range from 
$169.95 for a 19-inch portable to 
$850 for a 23-inch TV-stereo- 
radio combination. 

Price steps: 19-in. portables 
go to $209.95. The new “Decora- 
tor Convertible” series, with dual 
front-mounted speakers, starts 
with a 19-in. set for $229.95. 
Next model in the series is a 
23-in. table set for $199.95, go- 
ing to $249.95. Then 23-inch con- 
soles come in at $279.95, go to 
$349.95. TV-stereo 23-inch com- 
bos carry a $525 price tag, and 
23-inch TV-stereo-radio combos 
range from $599.95 to $700. 

Remote tuning does this to 
prices: 19-in. portables go from 
$239.95 to $259.95. Decorator 
series 19-in. is $279.95 to $289.95. 
The 23-in. table models range 
from $299.95 to $329.95. Twenty- 
three-inch consoles with remote 
control are priced from $339.95 
to $450. Hi-fi-TV consoles are 
in a range of $495 to $600. And 
the top model is the 23-in. TV 
stereo-radio $850 combo. (EM 
WEEK, June 12, p2.) 


GENERAL ELECTRIC 
There are 18 basic models, in- 
cluding color receivers, in the 
new line. If you count all styles 
and finishes, the total hits 55 
sets. Estimated prices: 19-in. 
portables start at $159.95; 23- 
in. tables at $199; consoles at 
$239. G-E’s home entertainment 
center—23-in. screen, 100 watts 
of music power—comes in at 
$629. Ejight-set color TV _ line 
starts with consolette at $595, 
steps to $695 and $775. Fea- 
tures: illuminated channel indi- 
cators further down the line, 
more dual speakers. (EM WEEK, 
June 5, p8). 


RCA 

Thirty-one models in the new 
black-and-white line: List prices 
for single 17-inch portable, 
$149.95; 19-inch portables start 
at $169.95; 23-inch tables begin 
at $199.95; 23-inch consoles at 
$269.95. In color, longest line in 
company history: 22 models, in 
two series, starting at $495.95, 
going to $1,500 for home enter- 
tainment unit. New B&W fea- 
tures: ‘“‘Magic-eye’” automatic 
brightness control in 12 models 
and non-glare bonded tube in 14 
models. The non-glare tubes are 
also featured in the color line’s 
Mark Series. 
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PHILCO 

Thirteen basic models in three 
series and a three-model color 
TV line head the new lineup. A 
short-profit, limited-offer, 17-in. 
portable—no carrying handle or 
external antenna—which could 
sell for as little at $128.88 kicks 
off the line. Philco also dropped 
in 19-in. compacts with remote 
control starting at $219.95. In 
23-in. merchandise, the company 
offers the ‘“‘super 90’ series, 
starting at $199.95 for a table 
model with a 90-degree tube; the 
“deluxe” series with 110-degree 
bonded tubes starting a $269.95 
and the “custom” series, a fine 
furniture group. starting at 
$299.95. 

Philco also is offering two 23- 
in. stereo theaters at $495 and 
$575. The company got into color 
TV with a table model starting at 
$595, stepped to $695 and topped 
off the line at $750. Big new 
features were all based on claims 
in technical improvements. 
There’s plenty of pitch on ‘cool 
chassis” and a new “beam boost- 
er circuit”” which is supposed to 
deliver up to a 50% brighter 
picture—Philco’s calling it ‘“Viv- 
id Vision.” (EM WEEK, June 12, 
p2. ) 


ADMIRAL 

Prices on the new 23-inch black- 
and-white TV line start with 
table models at $189.95 ($10 
drop from last year). Consoles 
begin $20 lower at $229.95. The 
23-inch TV-stereo-AM-FM com- 
bos begin at $399.95. Color 
price range: $595 to $845. Ma- 
jor features: Circuitry and ca- 


binetry. Admiral is offering § 


23,000-volt chassis, picture 
guard circuit with triple diode 
compactron, automatic contrast 
restoration, high-grain  three- 
stage IF amplifier. Push is on 
for fine furniture ‘Masterpiece 
Series.” 


SYLVANIA 

Seventeen new TV models, start- 
ing at $179.95 for 19-inch port- 
able to $699.95 home entertain- 
ment center. There’s also an 
open list 19-inch table unit and 
a carry-over 17-inch portable 
model. 

Complete line: Single 19-inch 
portable; three 19-inch tables 
(first list, $189.95); a 23-inch 
table at $239.95; 10 23-inch con- 
soles starting at $269.95 and 
two home entertainment units 
beginning at $599.95. Big new 
feature in the line: Transfor- 
mer-powered chassis in all 23- 
inch sets. 





THIS JULY 


Housewares 
Exhibit 


Chicago 


KitchenAid Booth 
757-759 


..-learn how 
to step them up 
Home o@inciel=se0- lel 


One beater beats two. You can make a 
strong case for the mixer with the single beater. 
Set off-center, it travels clockwise around the 
bowl, while it rotates counterclockwise. Gives 
the most thorough mixing possible, all the way 
to bowl edge. And the KitchenAid is actually a 
complete food preparer, with 14 practical attach- 
ments available—there’s even a silver buffer. 
Deluxe and larger counter models available. 


See the sand demonstration. A 10-second 
demonstration of the only hand mixer that changes 
speed automatically. Takes just a bowl of sand and 
the KitchenAid Power Portable mixer for you to 
actually see the new power-booster feature. You can 
see how the mixer shifts from low to medium speed 
in heavy batters, back to low as blending begins, 
then back to medium again as the batch thickens. 
Exclusive built-in power-booster does it —assures con- 
sistent results, prevents slowdowns and ingredient 
spraying. Sell these benefits—sell the profit-maker 
—sell the mixer that thinks for itself. 


Everyone loves good coffee. Let your cus- 
tomers know they can have the old-fashioned flavor 
of fresh-ground coffee with up-to-date efficiency in 
the KitchenAid electric coffee mill. Tell them about 
the extra cups per pound, and adjustable grind for 
their method of brewing. Here’s an extra sale that 
builds good will—and future sales. KitchenAid Elec- 
tric Housewares Div., The Hobart Manufacturing 
Co., Dept. KEM, Troy, Ohio. In Canada: 175 
George St., Toronto 2. 


the dealer’s profit appliances 





Our dealers have had parts for our ‘62 model for years. 


Yes. Our ‘62. 
Next year's Volkswagen. 
Doesn't it stand to reason?’ 


We make only the one basic truck. 


We've been perfecting it for the past 
12 years. Part by part. 


Today practically every part is im- 


proved. Yet most fit any year VW you 
have. 


The number of parts we take from 


Volkswagen production as spares would 


seem excessive to some manufacturers. 


But VW service is as much a part of 
the idea as the VW price or the VW 
gas consumption. 

Our dealers carry spares they almost 
never get calls for. Axles. Wheels. Even 


dip sticks. As a rule, this makes VW re- 


pairs much faster than other makes. 
(Other dealers simply can't afford the 


spares for every year and model that a 
VW dealer carries for just one truck.) 
This has become very important to 
people with '5] and ‘52 VWs. They can 
still get a rear quarter panel, agas pump 
or a cylinder head in no time. 
We're still making them for 
those years. 
(And those years look like 
our 62, too.) 
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newspaper 
readers in 


Million 
Market 
Milwaukee 


With one newspaper, at one low 


cost, you can reach 9 out of 10 
newspaper readers in a million- 
plus metropolitan area. 
Only in Milwaukee, only in 

The Milwaukee Journal 

do you get such complete 
one-paper.coverage .. . 

no supplementary me- 

dia needed. Sew up 


your market with... 


THE 
MILWAUKEE 
JOURNAL 


375,950 daily — 513,647 Sunday 
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What Magnavox 
Dropped In 


Here’s how Magnavox’s drop-ins 
for its radio, phono and TV lines 
shape up: 


TV line drop-ins start with 23-inch 
model 1MV347, $249.90 in two 
styles. Model 1MV348, the Boule- 
vard, is 23 inches for $270.50 in 
mahogany, $289.50 in walnut and 
$295 in cherry. 

Four new 24-inch models start 
with the model 1MV349 Videomatic 
for $299.50. Model 1MV350 is the 
same basic set with remote tuning 
added, sells for $349.50. 

Model 1MV351, Imperial Italian 
styling, goes for $329.50. 1MV352, 
same chassis and features in an 
Imperial Danish cabinet, is the 
same price. 

And 24-inch model 1MV776 is 
$349.90. 

Two new TV combos were added: 
A 23-inch Colonial style set with six 
speakers, four-speed changer and 
AM-FM radio, cherry or mahogany, 
for $499.50. And the Provincial 
Stereo Theatre, model 1MV356, 
four speakers, AM-F'M, and changer, 
mahogany or cherry for $795. 

All TV sets over $279.50 carry 
the Gold Seal warranty. The drop- 
ins feature “Magnalux,” electric eye 
tuning, which constantly controls 
picture brightness in relation to 
room light. 

The basic TV line starts with 19- 
inch portables at $168 to $189.90. 
Twenty-three inch is $198 to 
$359.50. Twenty-four inch sets start 
at $279.90, go to $399.90. Twenty- 
seven inch starts at $329.50 and 
goes to $499.50 (with an AM-FM 
tuner). And 23-inch TV _ stereo 
combos go from $349.90 to $850. 


Radio prices, for the most part, 
maintain last year’s levels. One ex- 
ception is a six-transistor AM port- 
able for $19.95, down $5 from last 
year’s low end. Three other tran- 
sistor models were added: A cord- 
less table AM for $39.95, the 
FM90, an AM-FM portable for 
$89.95, and the FM95 Constellation, 
AM-FM-short wave for $125, which 
has the companion FM96 Mariner, 
AM-FM-marine band for the same 
price. 

Four-tube table models came in, 
all AM-F, priced at $49.95, $59.95, 
$79.95 and the high-end Crescendo 
at $99.95, with two speakers and a 
tuning eye. 


Portable phonos start with three new 
sets, carrying four-speed changers 
The Troubador is a monophonic set 
for $79.50. The Stereograph has twce 
8-inch angled speakers, sells for 
$99.90. And the Quartette Deluxe, 
with two 8-inch and two 5-inch 
speakers, separate base, treble and 
balance controls, is top of the line 
for $145. 


The phono console line has two new 
models: The Stereo Symphonette, 
8-inch speakers and a four-speed 
changer, is $149.50 in mahogany 
and $159.50 for cherry or walnut. 
Model 1SC607 is a six-speaker set, 
and at $249.50 for mahogany and 
$265 in cherry, the lowest priced 
console to carry the Gold Seal war- 
ranty. 


New radio-phono combinations num- 
ber 16. Model 1ST260, four speakers, 
Continued on page 50 





CHROMALOX 
MICRO-PACK reptacement KIT 


Now you can carry a traveling stock of CHROMALOX surface and 
oven replacement units in a sturdy convenient kit! Make every service 
call a sales builder when additional replacement units are as near as 
your truck—one stop, two profits! When you install a surface unit, 
check the oven and broiler, too. CHROMALOX replacement units 
give you fast installation . . . give your customers easy cleaning and 
long service. Today, order a MICRO-PACK replacement kit .. . 
improve your profit picture! 


SAVE TIME—MAKE MONEY! 


Fit all range openings from 6%” to 10%” 
One CHROMALOX MICRO-PACK replace- 
ment kit gives you this traveling inventory: 

5 models of Chromalox surface units 

7 adaptor rings, 1 bake element, 

1 broil element, Free Charcoal Lighter 


4 - #3P only $5468 
aackage lice #3A only $5595 
Get the facts today! Call your CHROMALOX distributor...now! Ask for Catalog MO1100 
PLUS PROFITS WITH OTHER CHROMALOX REPLACEMENT UNITS 


WATER HEATER REPLACEMENTS OVEN REPLACEMENT UNITS 
—more types that fit more water —for all center-mounted elements of 
heaters than any other manufacturer standard width ovens and broilers. 


CHROMALOX 


ELECTRIC RANGE UNITS 


EDWIN L. WIEGAND COMPANY 
7525 THOMAS BLVD., PITTSBURGH 8, PA. 


IN STOCK AT BETTER ELECTRICAL DISTRIBUTORS EVERYWHERE 
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New for 1962 


New Philco 6HZ8 INTENSI-TUBE 


PH : LLCO proudly 


announces the most exciting 
...the most destined-to-be- 
talked-about, all new TV 
advance in a decade... 


Gone forever the gray, dull look that robs TV pictures of detail and sharpness. 
At last, you see the full range of contrast from absolute “blackout” black, right 
through to vivid, spotlight white! 


Exclusive BEAM BOOSTER CIRCUITRY with exclusive INTENSI-TUBE 
achieves the most brilliant image ever seen on any television screen ! 
For the first time in TV, you see dimensional detail never before possible. And in 
addition, Vivid Vision brings you TV’s greatest reserve power. It’s a major TV 
breakthrough from Philco! 


—the most powerful video output 


tube in TV history! 


New PHILCO Picture keeps its new-set Brilliance 
long after ordinary TV pictures go “gray” with age! 


Renaz Vivid Vision 7 : pwiainggs ee 
BLACK LEVEL CONTROL ees 8 eee 


Exclusive Philco. invention controls the BLACK extensive use, is brighter than ordinary brand new 
LEVEL so it doesn’t leak into the “whites”, and TV ...and keeps its brilliance, contrast and detail 
cause a dull gray picture. (U.S. Patent Applied For) long after other TV pictures turn gray! 
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New Philco Vivid Vision circuitry paints 
the tube face with more picture-making 
electrons per second than ever before! 





Proved in Over 2,000,000 
Hours of Life Tests 


Again for 1962, it’s the big news in 
TV reliability —no parts underneath, 
no heat traps! Now Philco with an 
increase in airflow cooling defeats 
damaging TV heat, extends T'V life! 


NEW PRODUCTS OF 


s 


SPACE AGE RESEARCH FROM 


- 
. © 
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New Rocket-Rugged 
Solid-Copper Circuitry 


Instead of loose wires, components 
are connected by solid copper con- 
ductors—can’t loosen or break from 
vibration or shock. Also, new coding 
makes it easy to trace circuits. 


New Memory-Matic 
Tuner—Set ’n’ Forget 


Greatest combination of sensitivity, 
reliability and tuning ease ever built 
into a tuner. You merely adjust fine 
tuning once for each channel—after 
that it’s all automatic. 





Be O 
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NATIONWIDE SERVICE 


TOTAL 
GUARANTEE 


at no extra cost 
to your customer! 


On both consoles and table 
models, covers parts, tubes and 
in-home service labor for 90 
days. Most important of all, it’s 
backed by a nationwide organi- 
zation of 30,000 Phileco Factory 
Supervised Service members. 


PHILCO 


For more news turn the page... 











In addition to TV’s brightest picture... 


PHILCO Vivid Vision 


is available at every price level in the most-wanted 
furniture styles designed for any decor! 


Philco Vivid Vision in Early American Styling 


Philco Vivid Vision in Traditional Mahogany 





4854-MA 


4910-MR 
TV—Stereo—FM-AM Home Theatre 





; 
4849-SCH 


paiva Swivel Cherry veneer console 


Cherry cabinet on casters 





4854-MB 
Mastercraft Mahogany cabinet 


4848-MB 
Mahogany cabinet on casters 


Philco Vivid Vision 
Philce Vivid Vices in Contemporary Styling 
Philco Vivid Vision in Italian Provincial 
in Danish Modern Styling 





4854-ML - 4850-MB 


4910-WA Mastercraft Mahogany —Renaissance finish 


TV—Stereo—FM-AM Home Theatre 





4844-MB 
Finished to match Blond Oak furniture Mahogany veneer console 





4852-WA 4844-WA 
Mastercraft Walnut cabinet Genuine Wainut veneer console 





at your Philco Distributor 
ELECTRICAL MERCHANDISING WEEK 


See the full line now 






PHILCO _ 


e //, lois (meu ) 


SERIES 
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4864-EB (Above) Oriental Ebony 4864-MB (Below) Traditional Mahogany 4864-WA (Above) Danish Modern Walnut 4864-MA (Below) French Provincia! Maple 

















Luxurious Mastercraft Cabinetry, handcrafted in the time honored 
tradition of the custom cabinetmaker, typifies Philco leadership in 
fine furniture TV for 1962. There’s a choice for every customer. 


Just in time for summer selling ...new 
! 
PHILCO TV PARTY CART ENSEMBLES S P E C 1A L 4 


PHILCO Briefcase TV OO 


VALUE 


for Compact 19 and SCOOP 
Briefcase 19 TV ane oon oe 


Philco Distributor. 











“TV A-LA-CART” with new 
sales appeal and “‘all-through- 
the-house”’ versatility! Ensem- 
bles are an unbeatable value! 





PHILCO 3058 


YOU CAN WIN A 


DART KART 
FREE 


at your 


PHILCO DISTRIBUTOR’S 
OPEN HOUSE 











For family fun or retail pro- 
motions, it’s sensational. See 
Vivid Vision and get the news! 





6-Piece Ensemble 


@ Philco Compact 19 or Brief 
case 19 TV 


@ Party Cart with utility shelf. 
Rolls easily on large clear 


j we i 
LS FSS ‘— 
\ 3 : . 
| || __ plastic wheels ; ~s 
| @ Four folding “floral design” i 
Hostess Tables. Tables stack ’ 
é neatly behind set ® 


==] Famous for Quality the World Over 
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UTILITY NEWS 


Nashville Electric Service is staging a 
joint promotion of electric ranges 
and room air conditioners, with a 
“Cook Cool . . . Electrically” theme. 
The push will run from June 26 
through Aug. 5. 


Richland (Wash.) Power and Light, 
Franklin County Public Utility Dis- 
trict, Pasco, Wash., and the Benton 
County Public Utility District, Ken- 
newick, Wash., launched a joint air 
conditioning promotion May 17. Ads 
were built around the theme of “‘Play 
It Cool This Summer,” pointed out 
that dealers can install air condition- 
ing for a typical six-room house for 
as little as $8 to $10 a month. 


San Diego Gas and Electric Company’s 
board of directors elected H. G. Dil- 
lin president of the company. Dillin, 
who succeeds Emery D. Sherwin, is 
also president of the Pacific Coast 
Gas Assn. and vice president and di- 
rector of the Pacific Coast Electrical 
‘Assn. 

Long Island Lighting Co. is selling $25- 
million 30-year first mortgage bonds. 
The proceeds from the sale of the 
new securities will be used for con- 
structing new facilities to serve an 
expanded territory and to repay bank 
loans. Construction expenditures in 
1961 will be $38-million, the compa- 
ny estimates. 


West Penn Power Co., Greensburg, 
Pa., is sponsoring a new television 
show on WTAE, Tuesdays at 10:30 
p.m. The half-hour show is a dramat- 
ic anthology of great works by great 
writers, will run for 39 weeks. Com- 
mercials will sell benefits of total 
electric living, and some will feature 
specific appliances. 


Black Hills Power and Light Co., Rapid 
City, S. Dak., elected J. B. French to 
the board of directors. He also was 
made a member of the board of di- 
rectors. French was a member of the 
board of directors of Southern Colo- 
rado Power Co., recently merged with 
Central Electric and Gas Co. to form 
Western Power and Gas Co. He will 
continue as consultant and chairman 
of the advisory committee for South- 
ern Colorado Power Division. 


Carolina Power and Light Co. reported 
revenues of $82-million for 1960, an 
increase of 8% over 1959. Construc- 
tion totaled $26,800,000, almost half 
of it for new generating capacity. 
During the year the company dedi- 
cated a 250,000 horsepower steam- 
electric plant at Hartsville, S.C., 
completed a 30,000 horsepower hy- 
droelectric installation near Mount 
Gilead, and broke ground for a 
320,000-horsepower fully automated 
steam-electric plant at Goldsboro. It 
also joined Duke Power, Virginia 
Electric and Power and South Caro- 
lina Electric and Gas in starting the 
southeast’s first atomic power plant 
at Parr, S.C. 


Allegheny Power System, Inc., declared 
a regular quarterly dividend of 4214 
cents a share on common stock, pay- 
able June 30 to shareholders of rec- 
ord at close of business June 9. 


Oklahoma Gas and Electric Co. reports 
total revenue of $62,394,000 for 
1960, a 7.7% increase over the pre- 
vious year. The company spent $14,- 
018,000 on electric plant additions 
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during the year, the lowest capital 
outlay since 1953. Construction bud- 
get for 1961 is set at $14,500,000. No 
financing was required in 1960, and 
none is expected in 1961, the report 
said. 


Southern California Edison Co. reports 
a gross revenue for the first quarter 
of 1961 of $80,496,158, compared to 
$75,573,607 for the first quarter of 
1960. Net income was $13,552,338, 
compared to $12,935,071 the previous 
year. The company is negotiating for 
the construction of a 375,000-kilo- 
watt atomic power plant. It has a 
construction budget for 1961 of 
$124-million. 


Florida Power and Light Co. has a 1961 
sales program with a $115-million 
domestic and industrial sales goal. 
The company has a sales promotion 


JULY IN CHICAGO 


The most dramatic industry presentation ever 
... lo Spark your fall and holiday business with products and ideas. 


35'NHM 


National Housewares Exhibit 





JULY 10-14, 1961 
McCORMICK PLACE CHICAGO 


Serving the housewares industry since 1938. 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


team which will create new sales 
prospects for referral to dealers and 
wiring contractors, conduct demon- 
strations of domestic and commercial 
equipment, and sell electric equip- 
ment in new homes. Specific appli- 
ance promotions will run all through 
the year, each one lasting two 
months. 


Southwestern Electric Power Co. is of- 
fering a $5 cash spiff to retail appli- 
ance salesman for the sale of each 
electric range, electric clothes dryer 
or electric water heater. Wiring al- 
lowances up to $35 are offered on the 
installation of the same appliances. 


Connecticut Light and Power Co. and 
Mory Sales Corp., New Haven, spon- 
sored a 20-car caravan carrying 50 
of Connecticut’s leading home build- 
ers to the Village on the Hill housing 


(incorporated not for profit) 


19130 Merchandise Mart - 


ELECTRICAL MERCHANDISING WEEK 


Chicago 64, Illinois 














development. Purpose of the trip was 
to acquaint the builders with the ad- 
vantages of offering central air con- 
ditioning in new homes. All of the 
400-odd homes in the development 
have Fedders central air condition- 
ing. Fedders President Salvatore 
Giordano was there to greet the 
guests. 


Houston Lighting and Power Co. ran a 
consumer electric range campaign 
which featured a prize of a two-week 
vacation trip for two to Rio de Ja- 
neiro, Buenos Aires and Lima, plus 
a choice of an electric range. Entry 
blanks in stores were filled out by 
customers, and the winner chosen by 
drawing. The company is also negoti- 
ating with Houston city council for 
an increased rate with changed rate 
steps, which it says will aid appli- 
ance sales. 








IN THE 
NEWS 


PEOPL / 


Perry 
of G-E 


Admiral Corp.—Ross D. Siragusa, Jr., 
was elected vice president-sales for 
Admiral Sales Corp. He had been 
vice president of the consumer elec- 
tronics division. In his new position, 
Siragusa will be responsible for mar- 
keting operations of both the elec- 
tronic and appliance divisions of the 
company. 





Comer 
of Westclox 


Burch 
of Westclox 


American Motors Corp.—Robert A. 
Orr has been appointed assistant to 
the president, George Romney. Pre- 
viously Orr was general manager of 
the vacuum cleaner division, General 
Electric Co., Bridgeport, Conn. 


General Electric Co.—D. E. Perry was 
named general manager of the new 


























home care and comfort products de- 
partment. This department will make 
and market vacuum cleaners, floor 
polishers, floor washers-dryers, fans, 
automatic blankets, air coolers, air 
purifiers and heaters. R. G. Roten 
was named manager-sales for the 
department while J. B. Brawley 
continues as manager-marketing. 

G. H. Neilson was appointed man- 
ager-sales for the clock and timer 
department. The department will be 
responsible for hair dryers, baby 
food warmers, heating pads and va- 
porizers. 

M. M. Wheeler was named man- 
ager-sales for the portable appliance 
department. 

These appointments are effective 
July 1. 


Chrysler Airtemp—Carl T. Miller, for- 
merly sales promotion manager, was 








ATTENTION BUYERS! write the NHMA if 


you haven't yet received your hotel accommodation 


or advance registration card. 
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appointed advertising manager. John 
F. Zaino succeeds Miller as sales pro- 
motion manager. 


Norge—Lawrence Incandela was ap- 
pointed national sales manager of 
home freezers for the Norge division 
of Borg-Warner Corp. 


Westclox—H. E. Burch was appoint- 
ed national chain sales manager and 
J. S. Comer was named central sales 
manager for the Westclox division 
of General Time Corp. 


Thomas Industries—John G. Beam 
was elected president of Thomas In- 
dustries Inc. For the past three 
years, Beam has been executive vice 
president of the company. 


Eureka Williams Co.—Frank B. Dela- 
garza was appointed manager of 
Eureka Williams’ factory branch in 
Jackson, Miss. Frank E. “Bus” 
Ramel was named manager of the 
company’s branch in Kansas City, 
Mo. 


Coleman Co. Inc.—Jess L. Moore was 
elected a vice president. He is gen- 
eral manager of the heating and air 
conditioning division and will con- 
tinue to supervise engineering, pro- 
duction and marketing operations of 
the division. 


Kelvinator—Marvin P. Wilson was 
named manager of sales operations 
for the division of the American 
Motors Co. He suceeds James W. 
Keuping, who is retiring because of 


illness. Wilson formerly was con- 
troller of Kelvinator. 
Modine Manufacturing Co.—Charles 


R. Holsclaw was named eastern sales 
manager for the Racine, Wis., manu- 
facturer of heating, ventilating and 
air conditioning equipment. He suc- 


ceeds Owen Desmond who was 
named director of wholesaler rela- 
tions. 


Whirlpool—Gerald B. Harvey was ap- 
pointed to the newly created position 
of sales training manager, specialty 
products, which include dishwashers, 
food waste disposers and home clean- 
ers. He had been a sales training 
specialist. 





DISTRIBUTOR 
NEWS 


SYLVANIA HOME ELECTRONICS—TIgoe 
Brothers, Inc., New York City, 
for metropolitan New York and 
New Jersey. 


MAGNECORD—Dave M. Lee Co., Inc., 
Portland, Ore., for Washington, 
Oregon, Idaho and Eastern Mon- 
tana. 


HAMILTON MANUFACTURING CO. 
Harry Johnson, Inc., Memphis, 
for south western Kentucky, 
western Tennessee, southern Mis- 
souri, northern Mississippi and 
eastern Arkansas. 


MOTOROLA—Havens Electric Co., 
Albany, N. Y., for the Albany, 
area. 


PURITRON—George Rosen & Co., 
Inc., Baltimore, for the state of 
Maryland. 

WARING PRODUCTS CORP.—M. E. 
Stocks Co., San Francisco, as 


manufacturer’s representative. 
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Perfect Fit .. . with its industry, with its readers. Every Monday 
EM WEEK delivers the industry’s story... your story...to the heart of the 
market—the buying/selling dealers. These are the dealers selling over 92% of the 
appliance-radio-T'V volume* regardless of the business climate. And when they 
sell, they in turn must buy. When you want your products to be part of this 
buying/selling action, you use the one magazine that fits its industry and 
readers best... 


ELECTRICAL 


re 


apa 10. 196 


MERCHANDISING, / 6 / 





Boe fee # 


*Latest US Census Report states that 
21,088 appliance-radio-TV dealers in busi- 
ness more than one year did 92.6% of the 
volume. 


Latest ABC statement shows that 30,070 
paid subscriptions go to appliance, radio, 
TV dealers, including department stores, 
utilities, contractor dealers and furniture- 
appliance stores. 1960 Dealer Profile shows 
that EM WEEK has over 20,500 dealer 
subscribers in this heart-of-the-market 
group. 
















































EM WEEK 
REVIEWS 


“/new products 


HOTPOINT 1962 
Laundry Line 


Hotpoint has a new series of 4 
washers and 4 dryers for its 1962 
line: 3 “Fabric Command” washers 

and dryers; and a budget “Thrift 
Command” washer and dryer. 

Style leader, LW275, deluxe washer 

has 4-speed pushbuttons that auto- 

matically provide proper wash water, 

temperature, rinse, agitation to wash 

and rinse any load. A 3-cycle dial 

allows pre-selection of soil removal 

settings: light, medium or heavy. 

Canister-type lint filter stays 

completely under water, working 

with deep overflow rinse, sediment 

swirlout and jet spray rinse for 

maximum filtration and lint removal. 

i Other features are 10 lb. capacity, 

porcelain inside and out; dual deter- 

















g | gent dispenser; dry bleach; wrinkle 
free wash and wear. 

' Matching dryer, LB275, has “speed 
flow” system with high speed drying 
at low temperatures on 115v; 5-push- 
buttons give normal, low, airdry, 

“ wash and wear and automatic set- 
tings; 1-touch of dry dial completes 

operation; “up front’ lint filter 
located below inside door. 
LW265, 2-speed deluxe washer fea- 

, tures multiple selection of wash 

. water, speeds, triple cycle dial of 
soil removal; canister type lint 

E filter; porcelain inside and out; 10 

lb. tub; triple rinse; dual detergent 

| dispenser and wrinkle free wash. 

Continued on page 47, col. 1. 

| NORGE 1962 

Laundry Line 
Norge’s 1962 automatic washer 
line incorporates 4 basic models; 

: 224-380, 222-380, 221-380 and 221- 

{ 280; 4 electric dryers, 324-180, 322- 
180, 321-180 and 321-170; and 3 gas 
dryers, 324-480; 321-480 and 321- 

470. 

Each washer has been designed for 
the best washability, family size 
capacity and CFS (complete front 
service). 

; A Norge service analyzer instrument 
is also available so serviceman can 
quickly diagnose service problem. 

Features on Dispensomat washer, 224- 

380-0, include custom lint filter agi- 
tator and detergent dispenser; 8 
automatic pushbutton controls for 
correct wash and rinse water tem- 

peratures, correct wash and_ spin 

me speeds; color coded; timer control; 


wave action agitator; automatic soak 
cycle; super wash cycle; wash-n- 
wear conditioning; 5 fresh water 
rinses; built-in sediment remover; 
pressure switch positive fill; safety 
spin; automatic tub brake; illumi- 
nated backguard; flush to wall in- 
stallation; and suds saver optional. 
Washer No. 222-380-0 has a multi- 
cycle rotary timer for 2 automatic 
washing operations: regular and 
gentle cycle as well as a soak cycle; 
2 speed wash and spin gives 4 com- 
binations of wash and spin speeds 
No. 221-380-0 has a dual cycle rotary 
timer and 2-speed wash and spin 

Continued on page 47, col. 2. 
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G-E HOME ENTERTAINMENT CENTER M-780-WMD 


GENERAL ELECTRIC 





G-E COLOR CONSOLE, M-950 





i; ge 


G-E DESIGNER SERIES MODEL M-610-WVY 


1962 TV Line Includes 8 Color Sets 


General Electric announced 18 basic 
TV models which include the first 
color receivers G-E has had in its 
line in 6 years and home entertain- 
ment centers with 100w music power 
which are factory equipped so that 
they are able to receive G-E’s FM 
stereo system. 

There are 8 color sets in the 1962 line. 
Traditional, contemporary and Early 
American furniture styles in ma- 
hogany, maple and walnut are in- 
cluded. Color receivers in consoles, 
consolettes and Lo-Boys. A 24,000v 
chassis, featuring G-E color balance 
stabilizer, is used to prevent color 
hue from changing as the picture 
varies. 

Three furniture-styled home entertain- 
ment centers have 100w music power 
rating believed to make the first true 


hi-fi stereophonic combination mar- 
keted by a major manufacturer. It 
offers 5 different program sources: 
AM or FM radio, separately, FM 
stereo radio, 23-in. TV or recordings, 
monaural or stereo. Each of its dual 
speaker systems consists of 2 10-in. 
bass response speakers, 2 5x7-in. 
middle speakers and 2 314-in. tweet- 
ers. Provision is made for the addi- 
tion of satellite speakers. 
The G-E “Center” is equipped with a 
record saver device for protection of 
valued record collections. It is a pad- 
ded slot into which records may be 
inserted direct from their dust jack- 
ets. The recording can be picked up 
by its edge and placed on or removed 
from the turntable without touching 
the surface. 

In addition, the “Center” features 


a custom record player with 4-speed 
automatic turntable and stereo car- 
tridge with dual stylus. 

The G-E TV line totals 55 sets, with 
available furniture styles and cabinet 
finishes, including the “Celebrity” 
portables. With the exception of 8 
remote control models, all are avail- 
able with factory installed UHF 
tuners. , 

A great majority feature large, 
illuminated channel windows. Fea- 
tures basic to G-E’s 1962 mono- 
chrome sets, are: full power trans- 
former; horizontal width control 
easily adjusted; convection cooling; 
anti-pincushion magnets; picture 
tube guards; aluminum voice coil 
speakers; precision etched circuits; 
and 20,000v power. 

Many use multiple speaker arrays. 


G-E COLOR CONSOLE, M-960-WMD 


Volume controls are tone compen- 
sated to increase bass boost at lower 
listening levels. 

Tone controls are on many consoles, 
including color sets. With the excep- 
tion of the “Celebrity” portables, all 
speakers are front mounted. For 
standard remote control models, G-E 
developed a ‘‘Rocker” button control 
for channel programming from the 
set. 

This eliminates the need to make 
such adjustments from the back of 
set or by screwdriver. Top of the 
“Rocker” is used for automatic selec- 
tion of each channel at the set or 
remotely from a 2-bottom transistor 
sonic. remote control. Bottom half, 
“Rocker” tunes to pre-selected chan- 
nels. 

Custom Ultra-Vision consoles with 
power tuning, are controlled remotely 
by a 4-way transistor radio control. 
This provides volume control as well 
as on-off and channel selection. 
Prices from $159.95 to $775—General 
Electric Company, Syracuse, N.Y. 








These modern plants 
produce appliances of 
top quality and exclu- 
sive features sold 
throughout the world 
by leading merchants. 


@) MAIN PLANT, 
ST. CLOUD, MINNESOTA 


(®) GALT, ONTARIO, 
CANADA 


C) BLOOMINGTON, 
INDIANA 


MARQUETTE 


every wo 

















 . 


rkday 


without 


are all these modern plants running 
shutdown? 


ENIT#H™ PRIVATE BRANDS 


*Trademark registered Marshall-Wells Co. licensor 
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RCA VICTOR ANNOUNCES 


1961-2 Black And White TV And Stereo Lines 


Glareproof bonded picture tubes 
and a new “Magic Eye” automatic 
brightness and contrast control are 
highlights of 1961-62 RCA Victor 
line. 31 models feature “New Vista” 
tuner. They include a 17-in. portable, 
a 19-in. portable; 4 23-in. table mod- 
els; 17 23-in. consoles and 4 23-in. 
TV AM-FM stereo combinations. 

New safety glass bonded to picture 
tube removes images of lamps, win- 
dows, and other room lights. This is 
also available on 14 RCA black and 
white models and is said to make 
tube dustproof and easier to clean. 
Magic Eye is available on 12 models, 
automatically tunes brightness and 
contrast. This control reacts to light 
much like the human eye, boosting 
brightness and contrast in bright 
rooms and lowers when room light 
decreases. 

Magic Monitor Deluxe Chassis is of- 
fered in all 23-in. models. UHF tuner 
is located on front of receiver. Wire- 
less Wizard remote control introduces 
volume adjustment, louder or softer, 
and channel selection is said to be 
faster and quieter. Some of the mod- 
els include: 

Delegate No. 172-A-04M is a 17-in. 
portable, comes in charcoal grey, or 
maple sugar/grey. Casual No. 192- 
A-07R, a remote controlled 19-in. 
portable, has pushbutton channel se- 
lector, a one-set fine tuning and 
Sportabout chassis. Available in 
grey/ebony or maple sugar/grey. 
Arlen No. 232-B-15-M, an economy 
priced 23-in. receiver in lustrous 
ebony, mahogany, walnut or oak- 


grained metal cabinet. Asbury No. 
232-B-18-M is a table model and fea- 
tures Golden Throat tone in ebony, 
plus mahogany or walnut-grained 
metal cabinets. Allison No. 232-B- 
21-M, table model in mahogany or 
walnut-grained cabinet. Fairway, No. 
232-B-21-R, a remote-controlled ver- 
sion of Allison with one-set fine 
tuning. Fairhill, No. 232-C-230-M, 
fine wood Early American consolette 
with lighted channel indicator in 
genuine maple and solids. Tarrytown, 
No. 232-C-230-R, a Wireless Wizard 
remote controlled version of the Fair- 
hill, with one-set fine tuning. Weldon, 
No. 232-C-24-M, economy priced con- 
solette, in mahogany, walnut or oak- 
grained hardboard cabinet. Donley, 
No. 232-C-24-R, remote controlled 
version of the Weldon. Ashton, No. 
32-C-27-M, economy priced Contem- 
porary console in mahogany, walnut 
or oak-grained hardboard cabinet. 
Chandler, No. 232-C-33-M, console 
with bonded kinescope in Contem- 
porary design highlighted by Golden 
Throat, in mahogany or walnut ve- 
neers and selected hardwoods. Tour- 
aine, No. 232-C-64-M, French Pro- 
vincial model with folding doors, 
glareproof picture, Magic Eye and 
3-speaker sound. 

Prices: Television: No. 172-A-04M 
$149.95; 192-A-07R $249.95; 232-B- 
18-M $199.95; 232-B-21-R $299.95; 
232-C-24-M $249.95; 232-C-27-M 
$269.95. 

A new shape in its Total Sound stereo 
“Victrola” 1961-2 phonograph line 
includes a 2-tiered “Hutch” design 


that reflects improvements in cabi- 
netry, power, speaker complement, 
tuner and other areas according to 
RCA. 

Featuring Ear Level sound, the 2- 
tiered hutch stereo unit models are 
Mark I and Mark II. They offer 
Danish Modern or French Provincial 
styling. Compartments below speaker 
combinations house a deluxe 4-speed 
changer and AM-FM stereocast tun- 
er. A 38rd compartment provides es 
record storage space. Each stereo i 
model has 6 acoustically balanced 
speakers consisting of 2 12-in. woof- 
ers, 2 7-in. oval midrange units, 2 
3'-in. tweeters; a dual stereo 58w 
amplifier, separate bass and treble 
controls, and push-pull on loudness 
control. 

New low-priced RCA Victor stereo 
consoles incorporate 20w amplifiers 
and 2 8-in. speakers for bass and 
mid-range frequencies and 2 31%-in. 
tweeters in self-contained all-wood 
cabinetry. All have separate bass, 
treble, loudness and balance controls: 
Mark XVIII, Contemporary styling, 
mahogany veneers and selected hard- 
woods. Mark XVII, Danish Modern 
in walnut veneers and selected hard- 
woods. 

Other models include Mark XIV, 
Contemporary console with 20w dual 
amplifier, 4-speaker system. Mark 
XIII, Contemporary, Mark XII, Dan- 
ish Modern, Mark XI, Early Ameri- 
can Consoles. 

Prices: Stereo: Mark XVII $159.95; 
Mark XIV $269.95. RCA Victor Div., 
30 Rockefeller Plaza, New York 20. 


RCA "HUTCH 








ASK America’s leading merchandisers... 


...and here’s what they will te// you... 


We have an exclusive territory and brand name 


protection. 


2 Every product carries the mark of top quality . . . 


Underwriters Laboratories Approval . . . Canadian 
Standards Approval . . . Lifetime Compressor 


Contract. 


We have a complete line of refrigerators, freezers, 
refrigerator-freezer combinations, automatic washers, 


gas and electric dryers, wringer washers. 


We sell the “‘Big Difference.”’ Instead of the factory 
taking quality and features out to meet a price, 
Marquette puts more into the line and still keeps our 


cost low. 


THE MARQUETTE corporation 


MAJOR APPLIANCES DIVISION + MINNEAPOLIS 14, MINNESOTA 
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5 We have a 14, 16 and 2i combination that lets us 
compete with any and.-all discount competition and 


we still retain a good profit. 


6 We have more to offer our customers and a whole lot 
more protected profit left over from each sale. 


7 We do not have to worry about dealers down the 
street with the same name brand that sell at prices 
all over the lot, because we control our own prices 


and brand. 


You can see the all-new merchandise and get the facts 
direct from the factory in Space 1198 at the Merchan- 


dise Mart in Chicago—June 17th-24th. 


Switch to Marquette-Zenith Protected Profit Selling. 


Hennepin, Minneapolis 14, Minn. 







RCA TV CONSOLE, CHESTERTON 























DESIGN STEREO IN THE MARK II 

















RCA STEREO CONSOLE MARK XVII 


Write or phone Marquette-Zenith 
Franchise Division, 307 East 


for prices and full information. 





Here is a plan to help you 


REDUCE SUFFERING 








AND TRAGEDY 


With it, your company can SAVE PRECIOUS LIVES, while 
CUTTING COSTS DUE TO ABSENTEEISM by as much asls tole! 


"Fogether, American management and labor have done 
a remarkable job of reducing the incidence of indus- 
trial accidents. In-plant safety campaigns have been 
so effective that today it is nonwork accidents that 
cause the bulk of lost lives and manhours in our 
economy. 


The National Safety Council has developed a plan to 
reduce these accidents. Not only will it save lives and 
prevent crippling injuries, but it will add significantly 
to the efficiency and net profits of companies which 
put it into operation. 


Let’s say you’re an average company or corporate 
unit doing $1 million in sales a year. Your net is 
around $73,000. National Safety Council figures show 
that the average nonwork accident costs employers 
about $72. (You can determine your costs with the 
Council’s new nonwork accident report system.) Ten 
such accidents can cost $720—or about 1% of your 
net profit. Prevent those accidents and you can add 
1% to your net! Prevent twenty—and add 2% to net! 


Experience shows that a reduction of nonwork accidents 


Published to save lives 
in cooperation with 
The Advertising Council and 
The National Safety Council 





SUPPORT YOUR LOCAL 
SAFETY ORGANIZATION 








by 30% is possible! One large company with an excel- 
lent in-plant safety record has cut nonwork accidents 
by 14 with its off-the-job safety program! It’s em- 
ployee’s rate for motor vehicle fatalities stands 85% 
below rate for all U.S. workers! And its already low 
in-plant accident rate came down 50 per cent! 


Here is a rewarding endeavor that pays immeasurable 
dividends in human and employee relations—as well as 
an important untapped source for cost control. You can 
institute this kind of program in your company. Send 
the coupon for a copy of our booklet ““The Challenge 
to Management of Off-the-Job Accidents.” It will 
show you how to determine your non-work accident 
costs, as well as many tested ways to reduce this steady 
waste of lives and profits. Send the coupon today. 


| | mote 


HOWARD PYLE 
President, The National Safety Council 


THE NATIONAL SAFETY COUNCIL 
425 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. 


Please send me a copy of your booklet ‘“‘The Challenge to Manage- 
ment of Off-the-Job Accidents.” | want to learn how my company 
can save lives while cutting costs. 
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new products 





CONTINUED 


HOTPOINT Laundry (cont.) 


LB265, matching dryer has 4 push- 
button selection: normal, low, wash- 
and-wear, and air dry (the latter 
dries without heat). Touch toe door 
opener, safety start button, lint filter 
located inside door. 

LW245, 1-speed washer has 3-cycle 
dial and pushbuttons and a special 
soak cycle. Matching dryer, LB245, 
has 3-pushbutton selections; special 
timer for pre-selected temperatures. 
Budget models, LW225, washer and 
LB225 dryer, have 3 pushbutton se- 
lections for normal, low or wash-and- 
wear temperatures; special timer 
dial for pre-selected temperatures. 
Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. 








NORGE Laundry (cont.) 


No. 221-280-0 has dual cycle rotary 
timer wash water and rinse water; 
temperature selectors. 

Dryers No. 324-180 (electric) No. 324- 
480 (gas) have fabric formula guide 
for 8 different cycles covering all 
washable fabrics; pushbutton tem- 
perature selection; timer control; 
21i-in. blower fan; variable heat in- 
put; clothes sprinkler; musical re- 
minder chime; 5-way venting. 

Nos. 322-180 (electric) and 322-480 
(gas) have “Dial-A-Heat” 5-drying 
selection; and rotary timer control. 
No. 321-170 (electric) and 321-470 
(gas) models have rotary timer con- 
trol; 2-position heat selection. No. 
321-180 has super capacity cylinder 
with 3-position heat switch. Norge 
Div., Borg-Warner Corp., Merchan- 
dise Mart Plaza, Chicago 54. 





MATSUSHITA Portable 


Pocket portable with 214-in. PM 
dynamic speaker that provides good 
tonal quality and speech intelligibil- 
ity is announced by Matsushita. A 
sensitive built-in ferrite rod anten- 
na brings in weak signals. Large 
clear dial for quick, easy tuning. 
Weighs 1 lb. 1% oz. Model T-50 is 
5 15/16 x 31% x 1% in. Matsushita 
Electric Corp. of America, 41 E. 
42nd St., New York 36, N. Y. 





Jet flight ala Gibson That’s Braniff’s multi-million-mile Captain Ted Raines in 


the “office” of the world’s fastest jet-liner—Braniff’s 707-227 El Dorado Super-jet. 
Every day, beginning September 5th, one of these high-flying babies will soar off 


to Jamaica and Panama with a non-stop load of delighted Gibson Dealers, headed 


for the greatest Gibson Convention of them all. Leave it to Gibson to choose romantic 


locations like Jamaica and Panama... jets like the Braniff El Dorado. . . pilots like 


Ted Raines .. . for the world’s most pampered travelers, the Gibson Dealers of 


America. There’s still time to qualify with Gibson’s big summer-selling line of 


refrigerators, freezers, air conditioners, dehumidifiers and ranges—a single week’s 


selling can do it. Gibson, famous for fabulous Conventions, says this will be the 


finest ever. Decide right now to be aboard when your Braniff super-jet takes off! 
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JAMAICA/PANAMA WITH 


Gibson Refrigerator Sales Corporation, Greenville, Michigan, A subsidiary of HUPP Corporation 
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briefs 


“Panelray”’ night safety light is newly 
designed for use in home, office or 
industry. It emits a soft green glow 
and is enclosed in a white plastic 
frame measuring 214x2%4 in. Can be 
plugged into any 110-125v ac outlet. 
Radio Corp. of America, 30 Rocke- 
feller Plaza, N. Y. 20. 





Robins strobetape & light kit allows 
tape recorder owner to check speed 
of drive system. No. TK-5 consists of 
5 lengths of 25-in. non-magnetic 
leader tape with stroboscopic mark- 
ings, and a small neon light which 
flickers 120 tps. Can be spliced into 
a roll of tape at intervals to check 
performance of a recorder, or used 
as a leader. As Strobetape passes 
through tape recorder it is exposed 
to flickering light. If lines appear 
to stand still, drive system is run- 
ning at correct speed; if lines seem 
to advance, drive system is running 
too fast; and if they seem to lag, 
drive system is running too slow. 
Price: $2. Robins Industries Corp., 
36-27 Prince, Flushing, N. Y. 











anodized aluminum 
pocket flashlight, is offered by Aero- 
Motive for the sports minded and 
hobbyist as well as do-it-yourself 
home mechanic. It pinpoints bright 
concentrated light by twist of the 
head to turn light on or off. Easy to 
handle and tuck away after use. 
Aero-Motive Mfg. Co., Kalamazoo, 
Mich. 


A switch cover in leather-on-steel is 
announced by Arthur Hertzberg & 
Craftsmen. Featuring a cross-square 
pattern it is interchangeable for any 
decor. Mounts simply with 2 small 
‘screws 


room 


temperature or moisture in 


bathroom; 414x2'% in., choice of 
bark brown, beige, forest green, 
ivory and black. 

Price: $2.50. Arthur Hertzberg & 


Craftsmen, 1760 W. 
Ave., Chicago. 


Wrightwood 





A new “do-it-yourself” home TV/FM 
system kit provides top quality re- 
ception on up to 4 TV or FM sets 
from a single indoor antenna. The kit, 
HK-1, has a new type indoor anten- 
na claimed to be most effective and 
it includes a 4-set complete, 300 ohm 
twin lead and installation hardware. 
Price, $9.95. Blonder-Tongue Labora- 
tories Inc., Newark, N. J. 





Westinghouse ‘‘compact”’ light bulb is 
20% smaller in size than a conven- 
tional bulb and produces 6% more 
light. Westinghouse Electric Corp., 
Bloomfield, N. J. 
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Color TVwith § 
new High-Fidelity * 
picture tube! 














You have to see it to believe it! And when your customers see it, they'll 
buy! RCA Victor's High-Fidelity picture tube gives the truest, sharpest 
color picture ever—up to 50% brighter. Outstanding black-and-white 
reception, too. Sharper! Crisper! New Vista is another selling plus. 


16 beautiful new models to choose from! 


Only RCA VICTOR gives you all four: 






The exciting 
new shape of 
Total-Sound Stereo! 





pe) 


Exciting, exclusive from RCA Victor—world’s most advanced stereo en- 
closed in elegant two-tier cabinets (above—the Danish Modern model). 
Also available in French Provincial. Jotal-Sound Stereo components in- 
clude acoustically balanced speakers and 4-speed record changer. Plus 


superb AM-FM radio with Automatic Frequency Control. 












“HIS MASTER'S VOICE” 


x Don’t miss the RCA VICTOR display...11-111 
...at the MERCHANDISE MART! 
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New Vista TV 











. s . 
: gives the steadiest picture 
on every channel! 
Improved transistor: 
There's extra-clear tone and extra-strong “pull” in this newly engi- The amazing RCA Victor New Vista tuner automatically builds up weak 
neered, beautifully styled portable that uses a superior kind of transistor. signals, has extra pulling power for extra sharp and clear pictures, even 
Distant stations come in sharper, clearer . . . local reception is better, too. from many hard-to-get stations. And famous RCA Victor “Wireless 
“High T”’ circuit gives longer enjoyment without distortion or fadeout. Wizard” remote control changes channels and volume . . . and turns all 
Three different two-tone color combinations. power completely off by remote control! Here's a real step-saver! 


land all the news that makes the sales! 





The Most Trusted Name in Electronics 


RADIO CORPORATION OF AMERICA 


Tmk(s)® 
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BUILT-IN WITH A SAVING 
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FREE-STANDING 


Maden i - . MARVELOUS 


OVEN RANGES 


WALL 


IT SELLS ON SIGHT! 
EVERYBODY WANTS ONE 


SINCE 1896 


% Exclusive Two Oven Capacity in a single oven range! Full-height oven 
You BAKE ON TWO RACKS (6528 cu. in.) 
Exclusive, Unique “Look-Thru” Mirror Door! 


MONARCH Makes them in popular 30 and 36 inch sizes} 


* 
%& “Slide-Out” surface unit drawer for tidier kitchen! 
* 
* 


Easy “take-out” oven sides for stand-up cleaning at your sink! 


The “Modernique” by Monarch — designed with the dealer in mind. 
Easier to sell, install, service — AND — profit from. 


For Complete Information about our Protected Dealer Franchise, write . 


3861 LAKE STREET 


MONARCH RANGE CO. teaver DAM, WISCONSIN 
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NEW PRODUCTS— 
NEW SALES 


THIS SECTION CAN BE 
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MORE PROFITS 
> A special classification for manu- 
> facturers desiring advertising in 
> space smaller than the minimum 
i run-of-book display space. The 
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LIFSCHULTZ 


FASTEST 10 BOTH COASTS 















Over 62 years of de- 
pendable ON-TIME 
Freight Forwarding 
Service. 
We welcome your 
inquiry. 
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CASWELL SPEARE puBtisHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Iil., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bidg., Detroit 26, Michi- 
gan, WO. 2-1793 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bldg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 








Packard-Bell: Furniture Emphasis 


Buyers can take their remote tun- 
ing or buy it later on 13 of the 15 
new Packard-Bell television models 
just introduced by this Los Angeles 
manufacturer for 14-state distribu- 
tion and selected dealers in the East 
and Midwest. 

And dealers will get three com- 
petitive 19-inch portable models— 
one with convertible remote—instead 
of the “token” single model the line 
has been offering. 

The convertible models can have a 
two-button or a four-button wireless 
(sonic) remote control installed in 
three minutes, according to Robert 
S. Bell,« president. 

Price for adding the two-button 
remote control is $50, for the four- 
button, $80. 


P-B will go with a shortened line— 
13 models—this year. But “this 1962 
line is unique,” explained a company 
spokesman, “not warmed-over coffee. 
It is completely redesigned and re- 
tooled as a streamlined selling line.” 


Furniture style, the basis for Packard- 
Bell’s original entry and_ success 
against national competition, gets 
more emphasis this year. Scandia, an 
American version of Danish modern 
which was originated at the Pack- 
ard-Bell-owned furniture factories, 
highlights the new line. P-B will also 
be emphasizing “Italia” in a golden 
brown mahogany and continuing the 
traditional maple which is the most 
popular design in the area. 

In an effort to be competitive in 
the 19-inch portable field, P-B is 
offering the “Astronaut” series in 
prices from $159.77 to $249.77. Cab- 
inets are vinyl-coated steel. The two 
top models include a monopole an- 
tenna and a “sleep switch” with 
three-hour timer. The top model has 
optional wireless remote control and 
all units have 110-degree deflection 
tubes. 


The company’s color line for 1962— 
P-B makes its own chassis—will be 
shown in September. 





What’s New In Decca Portables 


Decca’s new portable phono line 
drops prices from iast year’s levels 
in three areas: Stereo automatic 
model DP651, with self-storing slave 
speaker, is in at $49.95, a $10 drop 
from last year. The top monaural 
manual, four speed with separate 
tone and volume controls, model 
DP589, is $24.95, a drop of $5 from 
last year, and the top monaural au- 
tomatic, with separate volume and 
tone controls and a BSR changer is 
$42.95, $7 less than last year. 


The rest of the line looks like this: 

Low end is model DPS13, a four- 
speed manual for $19.95. This model, 
and the next two monaural price 
steps, mentioned above, will play 
stereo records without damaging 
them. 

The second stereo automatic in the 
line, DP652, adds wing speakers and 
a price step to $59.95. The changer 
is a BSR. Next is DP660, $79.95 for 


stereo auto, separate tone and bal- 
ance and loudness controls, and a 
Telefunken changer. 

A VM changer and separate bass, 
treble, volume and balance controls 
are step features on model DP286 
for $109.95. 

Portables become two pieces with 
DP298, $129.95 for four speakers in 
a separate carrying cabinet, four 
separate controls and an 11-inch 
turntable. And top end is the Dem- 
onstrator, model DP613, two-piece 
with heavy duty motor and speakers 
for $149.95. 


There are two stereo console entries: 
DP333, with self-storing slave speak- 
er, mahogany ffinish veneer for 
$99.95. DP334 is walnut, DP335 
fruitwood finish. 

Model DP313, also all wood, is the 
high end at $129.95, has automatic 
shut-off, traditional styling, and self- 
contained speakers. 





Webcor 


CONTINUED FROM PAGE 8 

The tape recorder line includes seven 
new monaural and two new stereo 
units. 

Low end monaural: Model EP- 
2200, $79.95. Third step in monaural! 
is model EP2203, $139.95. Step-up 
model EP2206 adds remote control 
for $159.95. Model EP2205 is next 
at $169.95. 

Top of the monaural line is EP- 
2201, the Royalite III, for $199.95. 

New stereo models are EP2208, 
$249.95, and high-end model EP2207 
for $299.95. 


Two new console stereo phonos came 
in, with a choice of finishes. Model 
MC1274 is $149.95. Model MC1275, 
the Concerto, is $199.95 in mahog- 
any. BC1275 is a clear step (Blonde) 
for $209.95. Also in walnut. 


Stereo console phonos with AM-FM: 
Two basic new models, the MC1294 
for $199.95, and MC1295, a step-up 
to $249.95. Both have a choice of 
finishes. 

Also added: Three new transistor 
portables, $39.95, $69.95, $79.95. 
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Magnavox 


CONTINUED FROM PAGE 35 
is $198 in mahogany and $209 in 
walnut or oak. 

The line proceeds up the scale in 
speakers and cabinetry through the 
$300-$400 range. At the top of the 
list are: 

Model 1ST660 is a furniture step- 
up in traditional styling. Mahogany 
or cherry for $525. Companion 
model 661, with Continental styling, 
comes in cherry for $495 or natural 
or French walnut for $525. And 
model 662, is cherry for French Pro- 
vineial set for $535. 

Model 1ST664, four speakers in a 
French Provincial case, with a 
choice of cherry or antique finishes, 
carries a price tag of $695. 

The Model 1ST283 is a two-piece 
$400.50 ensemble. One cabinet car- 
ries the four-speed changer and 
two speakers, and the second has 
two speakers and an AM-FM tuner. 
Mahogany, cherry and walnut are 
the finishes. 

Model 2ST801, contemporary styl- 
ing, is top end at $995 in all woods. 
Remote control and four amplifiers 
are featured. 








TAKING STOCK 4 auc or at tne way in wich the 


stocks of 54 key firms within the industry behaved last week. This 


summary is another exclusive service for readers of EM WEEK. 
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Stocks and Dividends 1961 Close {| Close Net 
In Dollars High Low |June 5 |June 12! Change 
NEW YORK EXCHANGE 
Admiral 15V/g 105% 14/4 13" _ Ys 
American Motors 1.20 21%, 16l/2 18 17% — 
Arvin Ind. 1 28\/g 20 25% 24 — '% 
Borg Warner 2 4354 35 42 4i'/, — 4 
Carrier 1.60 49 32/g 45%, 44, — I% 
CBS 1.40B 424% 355% 39/2 38% — 
Chrysler 1A 48 37% 43, 43', + % 
Decca Records 1.20 47\/2 32% 40 38% _ 1% 
Emerson Electric 1BXD 87!/2 50 84!/, 78\/, — 5% 
Emerson Radio .37T 16'/4 11%, 16% 15% —! 
Fedders 1B 25'/g 17g 23 24 + 1 
General Dy. 1 45!/2 35 36 36'/ + VY 
General Elec. 2 74 60!/2 67'/2 — Ih 
General Motors 2 49\/2 40% 45\/s 45% + 4 
General Te! & El .76* 32', 26!/2 27 27 — 
Hoffman Elec. 295% 16'/, 25 23% — 1% 
Hupp Corp. .25F 11%, 8 10!/, 10 — 
Magnavox 1 96% 46 95 92%, — 2, 
Maytag 2A 51/2 36l/2 49\/, 49'/2 + Y% 
McGraw-Edison 1.40 405% 30% 37% 36% — 
Minn. M&M .60 87 70\/g 83% 85!/, + 1% 
Montgomery Ward 1 34%, 28 29 28\/4 — % 
Monarch .04 isl) 13% 17 16% — 
Motor Wheel 1 20!/2 11% 16 15%, am 
Motorola 1 100 75 97 90\/, — 6% 
Murray Corp. 30% 26% 29 28% — ' 
Norris-Thermador 343% 18 26%, 25% — kh 
Philco 25g 17% 25'/, 24 — I, 
RCA 1B 6558 49\/> 62'/ 61% — % 
Raytheon 2.37T 43'/, 35/4 39% 41', + I 
Rheem 23\/2 134 19% 18'/4 — 1% 
Ronson .60 23% 12'/g 205% 20 — 
Roper GD 25!/2 165% 24\/, 24 — % 
Schick 14/g 8l/, 113% it — % 
Siegler Corp. .40B 34 27 30% 28H — 22 
Singer 102!/ 63!/ 991/, 97 == 2, 
Smith A. O. 1.60A 37%, 31% 34%, 35 + % 
Sunbeam 1.40A 54!/> 45% 52!/, 514 i i 
Welbilt .10E Ys 4\/s 6!/, 6/4 =n 
Westinghouse 1.20 50 40!/s 44%, 4554 + i 
Whirlpool 1.40 34% 27/4 33 32, — kh 
Zenith 1.60A 185 97/4 1843, 166!/g —185 
AMERICAN EXCHANGE 
Century Electric 10% 5%, 8% 8%, _— 
lronrite .25T Bl, 5! 6% 64% re | A 
Lynch Corp. 87T 12% Bl/, 10% 10% + VY 
Muntz TV 7 4 6's 5\/, —_— &% 
National Presto .60 31 12%, 2156 20%, es * 
Nat. Un. Elec. (Eureka) 4\/ VA 3% 4/4 + % 
Pentron 8% 2% 7% 6% — 
Proctor-Silex 9 5l/s 8 8 stead 
Republic Trans. "> 4\/y 8 "> — &% 
Trav-ler Radio 1/4 45 7 64%, me 
MIDWEST EXCHANGE 
Knapp-Monarch ons aiine ™s "4 aes 
Webcor —_ _ 10!/g 9%, a 

















A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 





ANALYSIS: As the market dropped 
steadily last week, some of the more 
optimistic observers were wonder- 
ing if their earlier predictions of a 
coming boom market was a bit pre- 
mature. At the close of trading on 
June 12, averages were off in all im- 
portant categories and the EM WEEK 
chart took a loss of a full point over 
the week-long activity. Only 11 of 


JUNE 19, 1961 











the key 54 issues reflected gains and 
in most cases the gains were frac- 
tional. Zenith, which had been bar- 
reling ahead at a sensational clip 
for the past five weeks, reversed it- 
self and finished the week down 
more than 18 points. Most of the 
larger losses were among electron- 
ics as Emerson Electric and Moto- 
rola both lost more than 5 points. 





A QUICK CHECK OF BUSINESS TRENDS 


Latest ,Preceding, Year HOW THEY 
Month Month Ago COMPARE 
FACTORY SALES 108 109 111 2.1% down" 
appliance-radio-TV index (March 1961 vs. 
(1957 = 100) March 1960) 
RETAIL SALES 17.9 18.2 18.9 bd _ 
i vs. 
total ($ billions) il 19681 
APPLIANCE-RADIO-TV 320 303 323 0.9% down 
STORE SALES (March 1961 vs. 
($ millions) March 1960) 
CONSUMER DEBT + 274 279 294 6.8% down 
owed to appliance-radio- ee ae 
dealers ($ millions) Merch 379 
FAILURES 37 30 27 agg ” 

( ‘ 
of appliance-radio-TV dealers A ise) 
HOUSING STARTS 118.7 110.3 125.0 Berg - 

vs. 

seamen: ‘ipl 1960) 
AUTO OUTPUT 127.3** 85.6°* 139.4°*| 8.7% down 
(thousands) 
PERSONAL CONSUMPTION 18.0+ 18.3+ 19.24] 6.3% down 
EXPENDITURES ~ (4th qtr. 1960 vs. 
for furniture-household Mth qtr. 1959) 
equipment ($ billions) 
DISPOSABLE INCOME 357.14 358.14 347.0+ 2.9% up 
annual rate ($ billions) (1st qtr. 1961 vs. 
CONSUMER SAVINGS 98.1 "7 Ist qtr. 1960) 

: A+ 27.2+ J+] 18.6% u 
annual rate ($ billions) (Ist qtr. 11 ws 

Ist qtr. 1960) 
EMPLOYMENT 70,696 65,616 69,819 1.3% up 
(thousands) (April 1961 -vs. 

April 1960) 

















*New index being used. Federal Reserve Bulletin (seasonally adjusted). 
**Figures are for week ending June 10, 1961, and preceding week (revised). 


+Figures are for quarters. 


++ Federal Reserve Bulletin figures (revised). 





a quick cueck or INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 
DISHWASHERS 


DRYERS, Clothes, Electric............ 


FOOD WASTE DISPOSERS 


FREEZERS 
PHONOGRAPH SHIPMENTS 


RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 


TELEVISION PRODUCTION 


TELEVISION RETAIL SALES 


REFRIGERATORS. ........................ 
RANGES, Electric, Standard........ 
Built-in........ 

RANGES, Gas, Standard................ 
Built-in........:....... 

VACUUM CLEANERS .................. 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 

WASHER-DRYER COMBINATIONS 
WATER HEATERS, 


Electric (Storage) 
WATER HEATERS, Gas (Storage) 





Apr. 

4 Mos. 
Apr. 

4 Mos. 
Apr. 

4 Mos. 
Apr. 

4 Mos. 
Apr. 

4 Mos. 
Apr. 

4 Mos. 
Apr. 

4 Mos. 

Week June 2 
22 Weeks 


Apr. 
4 Mos. 
Week June 2 
22 Weeks 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 
Apr. 
4 Mos. 


1961 
(Units) 


195,700 
724,300 
52,100 


31,093 
206,627 
14,949 
106,006 
64,800 
243,800 
81,200 
288,100 
206,048 
1,043,010 
172,278 
4,217,158 
603,489 
2,704,218 
88,746 
2,270,534 
378,275 
1,760,453 
273,900 
1,038,600 
69,700 
297,100 
58,700 
217,000 
108,000 
426,600 
28,300 
100,100 
265,032 
1,115,449 
164,481 
773,330 
45,214 
198,436 
8,751 
32,976 
62,500 
247,100 
268,300 
963,000 





193,700 


1960 
(Units) 


226,900 
668,400 
50,300 
187,500 
35,659 
240,680 
17,554 
122.708 
64,100 
251,800 
102,100 
355,500 
173,381 
1,356,202 
151,796 
4,399,143 
547,839 
2,627,147 
96,121 
2,540,295 
351,214 
1,951,583 
300,000 
1,295,600 
69,600 
312,400 
58,300 
233,700 
128,500 
519,800 
28,000 
104,200 
278,391 
1,171,122 
175,983 
843,899 
59,845 
235,769 
10,404 
59,433 
57,000 
254,200 
216,200 
893,800 








% 
Change 


—13.75 
+ 8.36 
+ 3.58 
+ 3.31 
—12.80 
—14.15 
—14.84 
—13.61 
+ 1.09 
— 3.18 
—20.47 
—18.96 
+18.84 
—23.09 
+13.49 
— 4.14 
+10.16 
+ 2.93 
— 7.67 
—10.62 
+ 7.70 
— 9.79 
— 8.70 
—15.26 
+ .14 
— 4.90 
+ .69 
— 7.15 
—15.95 
—17.93 
+ 1.07 
— 3.93 
— 4.99 
— 415 
— 653 
— 8.36 
—24.45 
—15.83 
—15.89 
— 46.03 
+ 9.65 
— 239 
+24.10 
+ 7.74 





Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 


51 








100% FRONT ; 
SERVICING! 

Every part in the backpanel : 

assembly can be removed in 


244% minutes...with a 
regular screwdriver. 


THESE 2 SIMPLE TOOLS LET YOU GET AT 
ANY SERVICE JOB IN SECONDS! 
100% FRONT 


i 100% FRONT-SERVICING 


blade, the hinged cabinet top 
lifts in seconds... puts 11 


le ee @ NORGE FRONT-SERVICING CUTS YOUR SERVICE TIME 
UP TO 33%! Big savings for you—for in-warranty service. 
100% FRONT Big savings to customers—for out-of-warranty service. 


SERVICING! @ NORGE ELECTRONIC SERVICE ANALYZER CUTS DI/AG- 


Removing only 2 screws 


frees the toeplate, gives full | NOS/S TIME IN HALF! Portable, plug-in troubleshooter 


access to all other operating 


parts...including the ; pin-points trouble spots instantly, ends part-changing. 


entire transmission. 
@NORGE’S REVOLUTIONARY DOUBLE-P/IVOT MOTOR 
ELIMINATES 1 OUT OF 3 SERVICE CALLS! Hard-use tests 
in homes and self-service laundries, equal to 3 years’ use, 
resulted in not one service call. 


WORLD’S FIRST 
SERVICE-SIMPLE 
AUTOMATIC WASHERS 


BORG warner 


NORGE SALES CORP., SUBSIDIARY OF BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA, CHICAGO 54 
In Canada: MOFFATS, LTD., WESTON, ONTARIO ° Export Sales: BORG-WARNER INTERNATIONAL, CHICAGO 3 
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